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2 rnming to the mass audience of 4 inillioii, iii- 
Ji;; 1,250,000 Negroes with Negro and Hillbilly 
gijinming by radio personalities supported by in- 
•l merchandising and promotion. An unbeatable 
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Represented by Forioe and Co. for Louisiana Stations, by John E. Pearson Co. for Houstor» 
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You wouldn't harness an elephant 
to a lawnmower, would you? 



You don't need 50,000 watts or 10,000 or 
even 5000 to cover the compact Baltimore 
market! 

W-I-T-H will do the job for you — without 
waste! Network stations overlap areas covered 
by tlieir own affiliates . . . their effective coverage 
is limited to just about the area W-I-T-H itself 
covers. 



NIELSEN SHOWS W-I-T-H IN LEAD! 

In Baltimore City and Baltimore County 
W-I-T-H leads every other radio and television 
station -network or independent — in weekly 
daytime circulation. 

Let your Forjoe man give you all the facts in 
this amazing Nielsen Coverage Service Survey. 



IN BALTIMORE 




TOM TINSLEY; PRESIDENT 



REPRESENTED BY FORJOE & CO: 



Will TvAB 
be "fedetated"? 



TvAB planners 
meet' 4 August 



Campbell testing 
frozen soups 



Times' Could 
switches to CBS 



Toni starts 2nd 
product via air 



Media executives 
debate fear 



Admen who wonder "what's the problem" in setting up TvAB have to bear 
in mind television (like radio) is 3 media — not one. Stations depend 
on 3 sources for revenue: (1) networks; (2) sales to national and 
regional clients via national representatives; (3) sales to local 
clients. L atter 2 arevital to pay high operating costs. That's why 
as time nears for 5 August meeting in Washington to set up all-indus- 
try TvAB you hear of stations which want bureau to concentrate only 
on all-important spot and local sales. Possible solution: federated 
bureau with separate branches for network, spot, local. See edi- 
torial page 108. 

-SR- 

At special meeting in Washington 4 August (day before 10-man TvAB 
organizing session) 4 prime movers in projected tv bureau will hammer 
out agenda. Men are: Clair McCollough, Roger Clipp, Cam Arnoux, Dick 
Moore . 

-SR- 

Watch for a major tv-radio splash by Campbell Soups this fall to pro- 
mote new line of frozen concentrated soups. Product is currently 
being test-marketed in 3 Eastern cities, including Philadelphia 
(right across Delaware river from Camden home plant). Extensive tv 
spot campaign, plus daytime rad i o announcemen ts, combined with large- 
space newspaper ads is current formula. Agency: Leo Burnett, Chicago. 

-SR- 

Jack Gould, radio-tv editor of "New York Times" and frequent critic of 
over-commercialism in air advertising, has been named Information Ad- 
viser to CBS, Inc. He'll report to Frank Stanton at policy level. 

^SR- 

Toni launched Viv, lipstick, with §5 million first-year budget in 
May — most of it going into radio, tv. Next month "largest ad appro- 
priation ever placed" for facial cleansing lotion will kick off "Deep 
Magic," again with radio, tv carrying brunt of campaign. Firm had 19 
shows, will carry 22 radio quarter hours weekly, 21 on tv by October. 
Agencies: Weiss & Geller, Tatham-Laird , Leo Burnett, all Chicago. 

-SR- 

Edward B. Pope, media director of James Thomas Chirurg Co., Boston, 
says he not only has no fears regarding his job or future, but he 
does not use PIB data in making media selections, challenges authen- 
ticity of rating services for all types of media and says of SPONSOR'S 
3 May article, "III. Psychology of Media — why admen buy what they 
do": "Shoul d be read by everyone who really wishes to be an adman in- 
stead of an accoiantant . " For debate on "Are YOU afraid?" see page 31. 



Bernard Piatt SPONSOR general manager; Miles David named editorial director 

In two major staff promotions, SPONSOR announces elevation of Bernard Piatt, 
for the past five years Business Manager, to General Manager; and Miles David, 
for the past four years Managing Editor, to Editorial Director. The Editorial 
Board of SPONSOR will consist of Norman Glenn, Editor and Publisher, Mr. Piatt 
and Mr. David. In addition Mr. Piatt will supervise all departments. 
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Mogul, SRA in 
rate battle 



Kent goes king 
with radio, tv 



Farm radio, spot 
and local, surges 



NBC shows why 
you need radio 



Uhf moves goods 
for many lines 



Round 3 in current battle between Emil Mogul Co. and Station Reps. 
Assn. will be fought 28 July at Biltmore in New York when £mil Moguls 
at SRA invitation, will discuss reps' "imperfections." Round 1 was 
SRA letter to members accusing Mogul of trying to skip reps and deal- 
ing directly with stations to get lower, local rates for Rayco account 
and of sending timebuyers on road to make "deals." Round 2 was Mo- 
gul's reply at Waldorf Astoria before 60 reps and press in mid-July.. 
He said Rayco was local, not national account, offered SlO,000 to an y 
charity if someone could get station to testify under oath he tried 
to break rate card. 

-SR- 

Credit cancer scare and massive use of network, spot tv, network 
radio for major share in doubling Kent sales (P. Lorillard) first 5 
months this year. Cigarette stresses "Micronite" filter. Kent went 
king size this month with no increase in price. Regular Kents will 
also be continued. To pave way commercials were revised on these 
Kent radio, tv shows: "The Web" (CBS TV), "Monday Morning Headlines" 
(ABC Radio) and "Kent Theatre" (was in 30 tv markets, now 6). Young 
& Rubicam is the agency. 

-SR- 

Phil Alampi, WNBC (NBC) farm & garden, radio-tv director, reports na- 
tional spending for farm radio has risen in spot radio from S2.7 mil- 
lion to $6.0 million (up 119%) and in local radio from $7,7 million 
to $11.6 million (up 50%) past year. Alampi is chairman of Natl. 
Assn. of Tv and Radio Farm Directors committee which just issued di- 
rector y of all members, farm radio programs (compiled from SPONSOR'S 
"Program Guide") and firms interested in farm radio. 

-SR- 

You can get free Nielsen analysis of your tv advertising, combined 
with recommended complementary sked over NBC Radio, by writing to 
Howard Gardner, director NBC Radio Network sales development group. 
Latest NBC Radio promotion booklet says your tv show, if watched by 
every tv home in country, wou ld stil l miss 17.1 million homes or 37 % 
of total. 

-SR- 

Can uhf sell? Furniture dealer spent $86.34 on single minute an- 
nouncement on WKNX-TV, Ch. 57 in Saginaw-Bay City, Mich., sold 52,364 
w ort h of "Television Rockers." For other remarkable sales stories 
see uhf piece page 42. 
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Sew uatiottal spot rnrlio aud tv busiuess 



SPONSOR 



PRODUCT 



Anjhist Co, Yonkcrs I Super Anahlst 



Anahist Co, Yonkcrs 
Crovc Labs. St Louis 

Lydia Pinkharn Co, 
Lvnn, Mass 

Pierce's Proprietaries, 
Buttalo 

Wtieatcna Corp, 
Rahway, N| 



Super Anahist 
Varied prods 

Lydia Pinkham 
Dr. Pierce's prods 
Wheatena 



AGENCY 



STATIONS-MARKET 



CAMPAIGN, start, duration 



Ted Bates. NY 

Ted Bates. NY 
Harry B. Cohen. NY 

Harry B. Cohen. NY 



Over 100 radio stns thruout 
country 

Abt 40 tv mkts thruout country 
SO or more radio-tv stns thruout 

country 
East. Southeast mkts 



Kastor. Farrell, Chesley 100 stns thruout country 
& Clifford, NY 



Brisacher, Wheeler Cr 
Staff. NY 



2S radio stns 



I Radio: early-morn min anncts; 20 Sep; 
26 wks 

Tv: dayti min anncts: 20 Sep: 26 wks 

Radio-Tv: anncts; 4 Oct-11 Oct; 20-22 
wks 

Radio: min anncts: IS Sep; i6 wks 

Radio: min anncts: 27 Sep: 13 wks 

Radio: 5-min early am news progs; 7 
Sep; 26 wks 
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SPONSOR 



WESTERN 

ROUNDUP , pays off 



for the PISCHEH BAKIITG COMPAITY 

"There's something about a Western or| TV that's intriguing. You know 
the marshal will 'get his man^ for law and order must prevail. And still 
you look, and children look,, and mothers look. The result — good results. 

That's why we recommended to our client, the FISCHER BAKING COM- 
PANY, that Westerns on-^TV sell merchandise; cirtd we've proved it. 

!E<^the last five years WATV's 'Western Roundup^ has been used with 
good effect, and we plan to Increase the schedule right after Labor Day. 

Keep shotting with your Westerns^ but shoot only the, bad hombreis." 



m 

Scbeck Advertising Agency, Inc. 



WESTEIIN ROUNDUP: 

with Ranger Lyie Reed — Monday thru Sunday 4-5 pm 
TELEPTJLSE:4.1 q„a rter-hour average January — June 



channel^ Pw w a t V 

covering metropolitan new york-new jersey 
TELEVISION CENTER, Newark 1, New Jersey Rep: Weed Television Corp. 
26 JULY 1954 3 



the magazine radio and tv 



advertisers use 
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ARTICLES 



DEPARTMENTS 



Are YOU uSruitl? 

sponsor's media study findings <ha* fear plays a big role in admen's selec- 
tion of media brought a brace of controversial opinions from agency heads 

\<»< rcffffo li<>l|».v huiUI the Slate Farm iittiiic 

The State Farm Automobile Insurance Co. wants to hit prospects repeatedly 
during the short time of their periodic interest in auto insurance. Two network 
radio shows achieve this purpose, get one-third of firm's budget 

Tli>Ii:i8l YKKS: I. The yroup apprinich 

This is the first in a series of three articles explaining the organization of three 
different types of media departments in top 20 agencies. Detailed this issue is 
the setup at Bentcn & Bowles which represents the "group approach" 

hocal food chuhi battles the gtaiits icitb railio 

Barber's, a supermarltet chain in Albuquerque, spends 60% of its ad budget 
on local radio shows and weekend saturation announcements to compete In Its 
area with the retail giants of the grocery industry 

10 waifs to put iiior<» sell in your tv eoiiiiuereials 

Irving Settel, tv consultant and educator, analyzed some 400 video pitches with 
the aid of a student panel, comes up with some basic do's and don'ts In making 
commercials on television more effective 

llow well catt ii/if sell? 

Recent headlines have been painting an often-dreary picture of uhf. SPONSOR 
takes a peek behind scenes, comes up with a fistful of solid results stories 
from advertiser use of the medium 



Itot'isseries on the air 

In the one year between 1952 and 1953, national broiler sales Teaped from $13 
million to well over $72 million. The use of tv, largely for demonstration pur- 
poses, had much to do with this phenomenal sales rise 
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COM I NC 



TIMEBUYERS 

AGENCY AD LIBS 

49TH & MADISON 

NEW & RENEW 

MR. SPONSOR, Albert Plaut 

P. S, 

NEW TV STATIONS 

NEW TV FILM SHOWS 

ROUND-UP 

FILM NOTES 

RADIO RESULTS 

SPONSOR ASKS _ . 

AGENCY PROFILE, Robert Orr 

TV COMPARAGRAPH 

NEWSMAKERS 

SPONSOR SPEAKS 



Editor & President: Norman R. Glenn 
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I /if (f-.* (f St lit US report 

A follow-uD to thA eye-op5ning uhf results stories appearing in this Issue [see 

above), will highlight the problems of uhf in timebuyer terms *i jXlSff. 

IVIii/ 100% oS Itoeskin's hudin't is in r^ldio•tv 

This tissue manufacturer associates its name wUh Kate Smith on tv and Robert 

Q. Lewis on radio, both network efforts; uses no other advertising it /tiff/. 



Publlfhcd blw((kljr bjr SPONSOR PUBLICATIONS 
romblnrd with TV. Eitrulire. Edllorlil. ClrrolilK • 
.^drcnlflnE Offl»t: ISlh A Midlton (40 E 
Ntw York 17. N. T. Tfltphone: ilVrriy Hill 
Chlmco Offlrt: Ifil E ^.r,n^ Art. Phon»- !" 
; !>^';3. Dallis oniCT jrm; CtrlMc St Phocw 
dolpli "1. West Cij.l (imro '•n<7 Sunsft B« 
I»s .^ncdi* Tehphnnr 1l'>ll.>-\ti»l 4 T 
Offlre; 311" Kim A>e 1t«lilmori- 11 Mil Putii-fl 
Vnltt^l PtBtes I year Cannila >n<l fnrolCT J." 
mi'Us 50r frlnlrl In V S A .Vil.lrr" nil ' 
drncf to 4<l K )9th Sf New York K. X Y : 

Hill « rii(>yiisiit i!>->4 sponsor puf- 

TIONS INC. 



IN SHREVEPORT! 




LOOK AT KWKH'S HOOPERS! 



JAN.-FEB., 1954 — SHARE OF AUDIENCE 



KWKH's radio competition consists of 
three network affiliates, plus one inde- 
pendent. But look at the Hooper-proved 
dominance of KWKH in Metropolitan 
Shreveport — morning, afternoon and 
night! 



TIME 


KWKH 


STATION B 


STATION C 


STATION D 


STATION E 


MON. thru FRI. 
8:00 A.M. -12:00 Noon 


38.1 


t9.5 


6.2 


U.O 


19.5 


MON. thru FRI. 
12:00 Noon - < 00 P.M. 


44.3 


21.2 


9.2 


6.1 


19.4 


SUN. thru SAT. EVE. 
<:00 P.M. - 10:30 P.M. 


54.6 




11.2 


8.5 


240 



'look at KWKH'S SAMS AREA! 



50,000-watt KWKH obviously gives you far more than the 
Metropolitan area. KVC^H is heard in 22.5% more daytime 
homes than all other Shreveport stations combined, and at 
the lowest cost per-thousand-listeners! 



WKH 



jA Shreveport Times Siaiion 
I TEXAS 



SHREVEPORT, LOUISIANA 




50,000 Watts ® CBS Radi 



The Branham Co. 
Representatives 



Henry Clay 
General Manager 



Fred Watkins 
Cammercial Manager 




ARKANSAS 






on 
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Your Golden Opportunity 11 

Id duI this Drofitable pair to weilt for you t 1 



lo put this profitable pair to i 
EXCLUSIVELY in your market ! 




PROGRAM COSTS FOR WORLD-AFFILIATES! 



A FULL HOUR SHOW 

(ON COMPLETE OPEN-END TRANSCRIPTION) 

FIVE DAYS A WEEK 

A NEW SHOW EVERY DAY, 52 WEEKS A YEAR 



A Variety-Filled musical treat sparkling with V // 
^^star-talk^' of music, movies and show people, ^^'■^^•brichv. 

\ 



.^lA^AE 



BANDS'. 



// 



ENCHANT**;^ 



STAR VOCALISTS! \\ // 

^ X\ FASCINATING DIALOGUE! 



•ay 



more 



Never in the history of library service has anyone dared to 
make an offer like this. Mail Coupon below for full details. 



h a 



WORLD BROADCASTING SYSTEM, INC 

488 Madison Ave. 

New York 22, N.Y. 

Rush money -making details of your 

NEW COMET PLAN. 



(TOUir NAME AMD TITLE) 



(COMrANT NAME) 



CANADIAN REPRESENTATIVES . ALL-CANADA RADIO, | 
FACILITIES LIMITED, VICTORY BUILDING, TORONTO ■ 



(COMPAHr ADPRESSj 




IT 

WAS 

KBIG 



"I NEWS 



for a year-old station to win 
A 1953 TOP AWARD 

Now it s headline news as . . . KBIC 
AGAIN WINS NEWS AWARD. 

The Radio and Television News Club 
of Southern California judges the 
hourly five minute strips "Listen to 
Lisser" to be 

"The Best News Reporting of 
any non-network radio station," 

KBIC and the )ohn Poole Broadcasting 
Company are grateful to the News 
Club, to United Press, to program di- 
rector and newscaster Alan Lisser, 
news director Larry Berrill, writer 
Margee Phillips, the entire Hollywood 
and Avalon announcing staffs, to the 
advertisers and their agencies who 
make it all possible. 

"Music, news, time all day long". 



10,000 WATTS 

AT740 



KBIG 



STUDIOS IN AVALON 
ANOL HOLLYWOOD 




GIANT 
ECONOMY 
PACKAGE OF 
SOUTHERN 
CALIFORNIA 
RADIO 



The Catalina Station 
John Poole Broadcasting Co. 
KBIF • KBIG 
6540 Sunset Blvd., Hollywood 28. C«iH. 

Hollywood 3-3205 
Not. Rep. Robert Meeker Assoc., Inc. 






i 






IttmU'S S. lieilth. mnlia dirertar. Hazard Adier- 
lisiag Co., Aph- York, luiiulles the media strategy 
and planning lor accounts sjieading some $3 niillion 
a year. At the same time, he acts as all-media 
buy er, choosing from among at ail'iLilities aad actually 
placing orders. " Recently I put most oi Bridgeport 
lirass Co.'s budget into radio," he told ^\-o\^ou. 
"As a maker of insecticides this firm uas iaterested 
in cheap natioaal coverage throughout the summer. 
!f'e u anted to reach people at the same time as 
the mosquitoes do, so tie bought aiglittime radio." 



himua ttutnley, rudio-ti director, Caytoa, ^ew 
York, has become a boxing expert from her uork ia 
placing GrcaU"«i FigliN of \he Ceniury, a IS minuie 
ti film show, in some 60 markets for Chesebrough 
I'aseline Products. "If e found that the best time 
for us is right after lire boxiag ar urestliag 
matches," Donna told si'()\si»K. "At these late-eveaing 
times we get the audieace we waat for our product 
* mainly male, but some womea) . aad we fiad the 
audience keyed to our message." This psychological 
factor is nl.tn vital ia slottiag anaouacemeats. 



hottmitl Foote Jr.. Heatoa A- Bowles. .\ew 
York, feels that nighttime spot ti aanauncemeats 
are an excellent medium lor putting across short- 
term sales promotioa plans or for the iatroduction 
of new products. "They doa't replace aetwark tv 
programing, with its prestige value, " he added. 
"Rather, they supplemeal it. Because af spot tt:'s 
flexibility aa advertiser can completely tailor 
his freqiieac\ impact to the special aeeds ia 
a particular market, or he caa vary his copy 
theme bs regions or marker conditinas.'' 



Jack .>lcCor<li;;. Ted Bates, i\ew York, looks 
forward to the day whea all the tv stations la the 
country will .set together ta spansar an impartial 
survey about themselves. "A truly objective 
survey." sa)s Jack. "Today it's still difjicult to 
get a single reliable source lar a station's coverage 
area and set counts within its market. Aad. 
even it a l>u\er feels he has a reliable source of 
information far one statian, he may fiad ii hard 
to campare this data with that proiided by a com- 
peting station because the two use different surveys." 



SPONSOR 



Coverage 
that counts ! 



• in rich, industrial^ outstate Michigan 



100,000 

WATTS 





H - R REPRESENTATIVES 



Delivering Americans greatest trademarks 
in America's 36 th Market ^ 





WENATCHEE 
WASHINGTON 



Leads 
PimilDE ! 



KPQ's N.C.S. AREA 
GIVES YOU 



states cash 
>tarmtaconi^^ 

ma 

Sumbia Basin 



2 



3, 



fastest growing 
1 increas*n<3 
^^^^-^ farm mariner. 



5000 

560 K. C. 
WEN ATCH EE 
WASH I NGTON 



Reg. Rep.- Hugh FelHs. Seattle. Wash. 
Nat'l. Rep.- Forjoe t Company, Ihc . 




by Bob Foreman 

Even the ino-t inleii-e re^eiircli lialei among u- would have 
to. in all fairne.-.-, admit tliere arc a few [)earls to he pried 
from tiie common -hell- laid at our feet l)y the practitioner- 
of Statistical W'i.-doiii and Second Gue--ing. 

iNot the lea.-t of the-e i- the fact that the very pre-ence of 
the Nund)er> Merchant- keep- a writer on hi- toe- and force- 
tho>e who O.K. copy to he more alert than perhap- might be 
the ca.-e were no one keeping tah^. 

The pre-enee of re.-earcher< al>o cau-e? 11- to review the 
rules of the olniou- a> we look over a -toryhoard or piece of 
radio copy — a chore that can only -erve a good purpo-e for 
what is obvious i- more direct and that u-ually make- for a 
better commercial. 

On the other .-ide, -tati^tical e\ idence give> 11- a little more 
>trength with which to -tand up and argue again-t the merely 
novel, the bizarre for bizarre*.- purpo-e, and the too-too-clever 
which mien- are bound to creep into our work becau-e copy- 
writer.- and commercial arti.-ts are so iidiibited by the fact 
they mu>t be bu-iness men. 

De-pite all these plu>es it is still di.-tre->iiig lo see bow 
much reliance is placed upon the edicts of re.-earch folks and 
how rigidly copy i^ being held up to them and theij; criteria. 

Having been subjected to tlii> paiiiful proce-s foj- many 
years a- a copywriter. I have come up with -ome conclu- 
,-ions on how to as-ure any adveiti-er that his commercial 
will rale high in Playback. Recall. Believability Quotient or 
whatever word game he mav he playing at the time. It doe.-n't 
matter which of the techniques i- applied again.-t it — avy 
Jiffv Ad-Kit will as-ure you of coming out well. 

It is neee->ary to state here, however* that it*.- p()--ible ;j 
high rating on the chart will have no hearing on whether the 
commercial will do the job it is -uppo-ed to— i.e.. -ell the 
product. 

Got paper and pencil? All right — fir.-t. gel one -implt^ 
thought for your commercial. Now — expre— this thought in 
the -imph'-t of term- and the -horte-t of phra-e-. Avoid the 
catchv if it i> at all cryptic. Be -traightfoi ward tx) the point 
of dullne— and a- direct a- the man in an E.stjuire cartoon. 

In radio--e\prc-- it with a -onnd ginunick. In Iv — u-e 
-ome \i>iial device to -et up thi- thought — perhap-. -cratch- 
off or a wipe on or maybe unscrambling animation. 

( Please Liirit to pnize 60 1 
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ST. LOUIfi 



100,000 WATTS 

OVER 600,000 SETS IN THIS AREA 
ANTENNA HEIGHT 563 FEET 



Represented Nationally by 

THE KATZ AGENCY, INC. 
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Use Columbia Pacific Radio and 

REDISCOVER THE WEST! 



Westward bound? Team up with the Columbia 
Pacific Radio xXetwork. You'll disco\er CPRX 
carries the most weii^ht throui^hout todaj''.s 
$20-billioii Pacific Coast market. And there are 
four sound reasons why: 

RADIO IS EVEN MORE POPULAR ON THE COAST 

than it is nationally. Westerners spend an 
average of 17.3 '^f' more time with radio than the 
national average. 

CPRN MATCHES POWER TO POPULATION. Only 

CPRN has the Balanced Coverage to match the 
Coast's spread-and-cluster pattern ., .maximum- 
power stations where population is spread out 
(example: the Los Angeles market covers 
an area the size of Connecticut) and moderate- 



power stations in areas where population is 
concentrated in smaller clusters. As a result of 
this Balanced Coverage, day and night more 
families listen to CPRN, in total, than listen 
to any other W'e.st Coast network. 

CPRN HAS THE LARGEST SHARE of the radio 

audience in the West year after year. And 
CPRN's audiences are more than 6'f larger 
today than in 1948, before television, 

ADVERTISERS ARE AWARE OF THESE FACTS. 

As a result, CPRN carries more business than 
any other West Coast network ! 

Give you a lift to the Coast? Call CBS Radio 

Spot Sales oi THE COLUMBIA 
PACIFIC RADIO NETWORK 




n 



Want to reach 
the "people" in 
the Dakota area? 



~ -Grafton 




Buy KXJB-TV 

FARGO— VALLEY CITY, N. DAK. 



Compare! KXJB-TV 



S-a level 
Antenna 
Above sea level 
Power 

Sig. "B" area 
Hiise "A" rate 
Channel 



1410 ft 
1085 ft. 
2 J95 ft. 

100 KW 
App. 75 mi 
$200 hr. 
4 



Station B 
(Fargo) 
950 ft. 

433 ft. 
1383 ft. 

65 KW 
App. 52 mi 
.$200 hr. 
6 



C'haiinel 4, the state's choicest channel, 
was allocated to Valley City makinj; it 
possible for KXJB-TV with maximum 
p«)wer and 1085-ft. tower to cover 
r argo-Moorhead, Grand Forks, Devils 
I.,akc, .lamc-slown. Valley City, Wahpo- 
ton, Breckenridge and Crookston with 
a good solid 100 microvolt signal. 7 mar- 
ki-Us for the price of one. (See map), 

MARKET DATA: Over 135,000 urban 
and rural families within 50 M V M 
line. Average retail sales per household 
$4272 per yr. (urban and rural*. Aver- 
age retail sales per hou.sehold $(5794 
(Fargo trade area) — better average 
than such eitiesas Boston, \AiS Angeles, 
Detroit. Minneapolis. 

PROGRAM POLICY: Serving the pre- 
d(>minant Dakota agricultural area 
with true "Farm Programming'', 
KX.IB-TV is ably a.ssLsted by a pro- 
gram advi.sory board of the North 
Dakota State Acricultural College. 

REPRESENTED BY WEED TELEVISION 
SALES OFFICE: BOX 626, FARGO, N. D. 

PHONE 446-1 
NORTH DAKOTA BDCST. CO., INC. 
KSJB-600 K.C JAMESTOWN, N. DAK. 
KCJB-9I0 K.C. MINOT, N. DAK. 
KCJB-TV CH. 13 MINOT, N. DAK. 



^ 100,000 t^ATT* I 
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MilDISON 



8PON8OB invites letters to the editor. 
Address 40 E. 49 St., New York 17. 



MILK COOPERATIVE 

In >()Ur June 14, 19.54 issue \ou had 
;i w underfill >l()r\ aboul llie Inler-Slate 
Milk Producers' C(io|(erali\ e and iheir 
stKcessful adivitics on radio ["Radio 
inak(^ l)i>j;-cit\ friciuU for dairy farm- 
ers." pajie 44 1 . 

Please send me two i*-.sue> of thai 
magazine as I would like to send them 
l<« people who wonid ]>e mo«l inter- 
ested. 

En \N.s G. Ol.N\ ELL Jk. 
Cuiullach Advertising 
Cinciniiali 



• Fvtra riipif.. iif till. 1 1 Juiir i'.^.ui* rontaillin^ 
ihir -lory on thp milk ruujiiTat i\ r*.< u..|. of radio 
i'n.-t .><)< apiiT<*. 



RATINGS 

We would like lo pet permission to 
reprint the article by J. B. Ward on 
page 10 of the May 31 Spo.nsok ["I 
say ratings are opinions"]. 

This is a storv that we ha\e al\va\^ 
preached and Mr. Ward's comments 
could be of help to us locally. 

Kenneth M. Coopek 
General Manager 
WORC, Worcester 

9 y\ atrrial \* hu h ha- appcan-il in SPONSOR 
iita> lie n-priiitod provided pcniiKMiun \> rvquebtrcl 
in M riling and rreilit is ^iww. 



PROGRAM GUIDE 

We would appreciate your sending 
US two co|)ies of the Program Guide. 

We did not recei\e our co|)\ and 
woidd like to use them in the planning 
of our new ad\erlising campaign. 
Sam Kksnhk 
1)' Franssia Laboratories 
Los Angeles 



In borrowing a cliche from Waller 
W inchell. I would like lo toss a dozen 
on hi(U \(iur way. 

Since sPONStin's inauguralion I ve 
iirnde 110 >e< let of ihe great adruiralion 
1 ve held for \our publication and 
.''PON.sok"- >lalT. This fi-eling has grown 
willi each information-packed cop) of 



SPONSOR through the \ears. 

T(jda)'s orchids are sent for )our 
magnificent 1'J,>1 radio and tv station 
I'rogrnm Guide. It represents a pain<- 
laking job of reporting classified ra- 
<liu and l\ markets and will remain a 
treasured piece of re>earcli material to 
be u.-ed with great relief b\ all nienv 
bers of the broadcasting induslr\. 



shall 



recomnien( 



1 its u?e nio.st 



highh , 



Dkxtkk I). IIalle 

l ice ['resident & Director 

Cainhridge School of Radio 

and Tv Broadcasting 
j\en ) orl: 



M) hat s off to \ou for the new 19.'S4 
radio and tv station Program Guide^ 
just received. It'* ihe first inlelligent 
approach I ha\e e\er seen to our par- 
ticular t\pe of specialized progran.i- 
iiig. . . . 

Robert .\. Pinkekton 
XEO-XEOR 
Brounsville. Tex. 

• VC(>\S()U% l<<5t Program (iuiilr i- ai ailabic 
fri-e lo suli!.rrilit'r». Fxlra ropio co^t S2 ^-arh. 



SPONSOR REPRINTS 

1 am a faithful reader of sponsor 
which arri\»^ al our office regularly. 
Il seems there is never enough time to 
devote to each issue and many times I 
have allowed an issue to get out of m\ 
hands before i have been able to fiiir 
ish particular articles. 

Therefore, 1 would like to take ad- 
vantage of the offer 1)\ sponsor in the 
Ma\ 17 issue ["Can \ou use these 
SPONSOR reprints? page .54]. 1 am 
listing below the material that I would 
like to have. 

Jack Owen 
Radio and Television 
Foote. Cone cC- Relding 
Cli icago 

• Titr a i-onipl(-1r IT^I of ri'print a\ ailalti'litir» 
anil prict". pira'.r ri'fpr to ihr 17 ^Iny 195 1 I*. 
..III'. pa|*r .*> t. 



ALL-MEDIA BOOK 

Could we please reserve a copy of 
\our Mi-Media Study which is to be 
publi?lied this coming summer? \^ e 
ha%e found these articles very inter- 
esting and would like a copy of the 
book when it is read). 
S. KlSSELL 

The Raker Advertising Agency 
Toronto 



14 



SPONSOR 








Anybody with that much wealth could buy all kinds of 
things. And, as a matter of fact, it just happens that the 
people who do have it do buy prodigiously. Their golden 
hoard is represented by its equivalent in green U. S. dollars 
— nearly four billion of them — which is the buying 
potential you'll find concentrated in an 116-county mint 
served by WSAZ-TV. 

The particular brand of alchemy practiced by nearly a 
million busy families who live in WSAZ-TV's area is 
called industry. Many of America's largest, best-known 
manufacturers keep our Ohio Valley communities 
humming with productivity. Heavy industrial production 
makes good profits. . .good profits make bigger payrolls 
...and bigger payrolls make people more buying-minded. 
As an advertiser with something to sell, you can take 
it from there. 

But you can take it faster (and in greater amounts) with 
the unique help of WSAZ-TV. Across this industrial heart 
of the nation... in over 400,000 TV homes... WSAZ-TV 
is the only single medium able to reach so much of 
this golden potential (and with a persuasive power that is 
paying off handsomely for dozens of happy advertisers). 
If this prosperous prospect intrigues you, the nearest 
Katz office can stake out all the facts. 




WSAZ 




Huntington-Charleston, West Virginia 

Channel 3-100.000 watts ERP 

NBC BASIC NETWORK-affiliated ABC and DuMont 

Also affiliated ivith Radio Stations WSAZ, Huntington, and WGKV, Charleston 
Lawrence II. Rogers, Vice President <& General Manager, WSAZ, Inc. 
Represented nationally by The Katz Agency 
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-Prestige stations with but 
a single thought . . 

RADIO! 



R VDIO i* ('\t-ry« litre. Radiu i- in every room of the lioti-e ... in mo?t automobile- 
traveling the liijiliwavs and city street- . . . on tractors in tlie fields ... in jiarage-. -lores, 
l.arns ... in faet. vWiere^er people \sork. rea or play! PEOPLE.'^ BROADCASTLNG 
CORP()R.\TI()\ is goint: to liuy metre radio -tatietn*. because we helitxe in the future of radio 
a# the gfreatc-i. most e(Iecti\e (jI all adveru-ing media. Today, PBC boasts four -lalions 
in four rich .-Vmerican markets. Each is progiammed to reach suhslantial ritizens 
with money to spend in the market it serves. Thty are leaders all . . . presiige 
stations that sell efTeeti\ely because, they lepresent the fine-l in radio. 

Peoples BROADC.A.'^TING corporation is o\vned by the three inillion 'policv holder- 
owners of the Farm Bureau Automobile Insurance Company, Columbus. Ohio. All PBC 
-tation- broadcast timely, interesting public service features. Each station has won an impressive 
number of public service awards, fiesidea fulfilling its obligation to act in the public interest 
with sucb programming, each station retains its regional leadership by constantly attracting 
public attention. PBC stations act on the principle that there i« no distinct separation between 
commercial and public service radio . . . that to sell, a station must also serve. The stature 
of all four I'HL stations would seem to prove that principle valid. 



PEOPLES BROADCASTING CORP 



MURRAY D, LINCOLN, Pretldeni 
HERBERT i> EVANS, V.P.-Gen. Mgr. 



m 
m 
m 



WMMN- 



CBS 

5,000-920 



FAIRMONT, W. VA. REP. H.R. 

A. «. FEUKISE. Gfii. .Ift/r. 



FIRST since 1923. In North Central \^est \ irginia. MMN i- FIRST in coverage, power, penetration 
and F'IR'sT in audience. VIMMN i- the OM Y station that deliver- thi- vital market. 



WTTM- 



NBC 

1,000-920 



TRENTON, N. J. REP. FORJOE 

I IIEI) L. I8EIt\STEl\, MntHtger 



Covering Central Nev\ Jersey and tlie Delaware \ alley. Trenton is the Hub in this Aa-i industrial area 
with a piipulation of .300,000 in the retail trading zone, plus 16.000 new homes in Levittown. Pa., and 
4,000 new homes in F"airless Hills. Pa. 



WRFD 



IND. 

5,000-880 



WORTHINGTON, OHIO REP. GEO. CLARK 

JOSEPH D. iniAIKSIIA\^. Miimujer 



\\RFT)'# primary signal dominate- 72 of Ohio's 88 counties. W RFD i* piogrannned for rural and -.nail 
town listener- who accnuut lor 16'~f of Ohio's total retail food -ales . , . JO'^'r of tin retail drug tale-. 



WGAR- 




CLEVELAND, OHIO. REP. CHRISTAL 

CAKE E. 0EOIIGE. Mtfr. 



serving I'l- million friends in Northern Ohio with the bc-t in radio. Cleveland ranks No. 1 among 
metropolitan markets in the nation for eon-iimer -pendible income with ST, 192 per housebolj. (Consumer 
market-. ><l)Ks, 
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Jual a TKile to saj that, on all counts, 
} OUTS IS one uf the host publications 
I if iiif type ill the fiekl. Would you 
pirasfi pul iiiv [lanie down for llie All- 
Metiia Evalujition Sludv hook as soon 
as it comes out. 

Godfrey Tudok 
Horace X. Stovin & Co. 
Winnipeg 

« Sl'O'SOK's AII-Mi-<lia F.f alii.'itioii Study will 
hi' published in book form lliis siinimcr. Price 
pn^r copy is S 1. You may reserve a copy now by 
^Tt-itiiig to 40 East 49 St.. New York 17. 



RADIO/TV DIRECTORY 

I TiOlf. your offer for a free copy of 
a pockel-si/e Kadio/Tv l)ir«~tory. 

How are chances of getting three 
tjiipies? Yd like to present the other 
iwo to a couple of uiy bosses. 
Cahl E. Behr 
Bttdness Manager 
R(idio-Tv Department 
iSeedham, Louis & Brorby 
Chicago 



Thanks for a copy of the latest 
■'Kadio/Tv Directory'' of New York 
ai]d Chicago. I could use a couple of 
extra cnpic:^ of the latter if y ou have 
them. 

Harold Essex 
WSJS, Winston-Salem 

■V The New York and Chicago Kadio Tv Uirec- 
lOrj Is available to suhst-ribers a« a SPONSOR 
jLT-n ice. Extra copies are f umiishe*! on request 
■uhlle available. 



WEEKEND RADIO 

Congratulations on an outstanding 
service to the radio industry through 
your publication of the series on week- 
end radio ["Weekend radio ; are you 
missing a good bet?" 14 June 1954; 
page 36, Part I; 28 June 1954, page 
33, Part II]. 

Advertisers and the medium alike 
have for many years overlooked the 
possibilities of radio during this peak 
listening period. I must take excep- 
Lipn to your statement that stations of- 
fer announcements and programs on 
weekends at discounts up to 45%. An 
analysis of Seattle radio indicates that 
injependent station rates remain con- 
stimt — network stations do have dis- 
GQunts. 

Your article prompted KOL to ana- 
lyze its weekend audience as compared 
with the jVIonday-through-Friday pe- 
ritxl (KOL is a strong independent 



during this period in Seattle). Look at 
the results: 

Ot'T OF IIO.MK (l>ri-SK) 

Sntiirdny .Sunday 

C am- 1 2 noon 50% increiiso IO(i% incrciisfl 

12 noon li pin fil.;i% incrpiise 107% ind-eoNt! 

6 pin niidniKhl 15.7% deciense 01.8% docrfasc 

INIIOME (PULSE) 

Satnrrtny Sunday 
(> nin'12 noon 25% increase 150% increase 
12 noon-G jini 50% increase 25% increase 
G pm midnielit 11.1% increase 11.1% increase 

INIIOilE (lIOOinOR) 

Ratnrday Sunday 
6 am-G pm 124% increase 220% increase 

Thanks to your article, the KOL 
sales staff is now telling the story of 
ihe value of weekend advertising to 
clients. To helj) us do so, jilease send 
us 75 copiies of reprints of the series 
on this subject. Keep up the good 
work ! 

Bill Simpson 
KOL, Seattle 

• Iteprints of the t\«o-part *-rkcn<l radio" 

^.orie*! rost 2.>c apiece. Qtiaiitity (»ri<-rs on request. 



AIR IN FRANCE 

Subscribers to sponsor since nearly 
three years, we have appreciated very 
much its dynamism, its efficiency and 
the thorough fashion in which all ques- 
tions are presented and examined. 

"Programmes de France" of wliich 
1 am the manager is the most impor- 
tant European enterprise concerned 
with the recording of sponsored radio 
programs. 

Sponsored television, although it is 
just starting in Europe (Tele Luxem- 
bourg will broadcast its first television 
programs next November) is now 
claiming all our attention. 

In this early stage, and wishing to 
avoid as many pitfalls as we can, we 
must try and profit from the experi- 
ence that your country must have ac- 
cumulated in nearly 10 years of tv ex- 
perience. 

That is why we have decided to take 
a trip to the United States. 

Could it be possible for you to send 
me a list of the most important agen- 
cies and stations concerned with the 
elaboration, recording and/or direct 
broadcasting of tv programs and pub- 
lic shows. 

Je.\n D'Agostino 
Manager 

Les Programmes de France 
Paris 

• SPONSOK's Radio/Tv Directory lisl^ major 
agencies and stations in New York and Chieago. 
It is available free to ^iiliscriliers. 



Maryland's Most Honored 
Television Station 




iiiaxiiiiiiiii 

mm 




• 

ADDED 
To The Finest Studio 
and Production Facilities 
in Baltimore 

Have You Seen 
the WAAM Story 

represented nationally by 

HARRINGTON. RIGHTER 
& PARSONS. INC. 




TELEVISION HILL 
BALTIMORE. MD. 
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SURE TO BE THE HOTTEST SHOW 
SINCE DRAGNET 



NOW ON TELEVISION 

...39 brand new half-hour films 

Thrilling adventure. Mike Waring, The 
Falcon, is an undercover intelligence 
agent for the government. His assign- 
ments take him all over the world — on 
both sides of the Iron Curtain. Wherever 
he goes. The Falcon meets mj-stery and 
adventu re. 

Outstanding production. Exciting for- 
eign backgrounds add to the superb real- 
ism. Inspired production by Hollywood's 
Harry Joe Brown keeps the action 
trigger-fast! 

A great new star. Charles McGraw, as 
Mike Waring, is the most dynamic person- 
ality on TV since Jack Webb, His pictures 
include "The Killers," "War Paint," and 
the soon to be released "The Bridges At 
Toko-Ri." 



Ready-made audience. The Falcon has 
proved popular during nine great years 
on radio for such sponsors as Procter & 
Gamble, General Mills, and Kraft. 

Low cost per thousand. Nielsen says, 
"Mysteries deliver the lowest cost-per- 
thousand in night-time television,"* And 
the best new mystery-adventure show on 
the market is THE FALCON. 

THE FALCON carries with it NBC FILM 
DIVISION'S exclusive merchandising 
package: 

• to help bring in every possible 
viewer 

* to help bring in every possible 
customer 

For high-flying sales in your market, 
ride with THE FALCON. Call, write or 
wire today. 

'Based on Sept. -Oct. I03J NieUicn Trlevision Index, 
Evening shows half-hour or lontjer. 



NBC FILM DIVISION 

SERVING ALL SPONSORS ... SERVING ALL STATIONS 

30 Rockefeller Plaza, New York 20, N. Y. • Merchandise Mart, Chicago, III. • Sunset & Vine Sts., Hollywood, Calif. 
In Canada: RCA Victor, 225 Mutual Street, Toronto • 15S1 Bishop Street, Montreal 



No matter how you look 
at KTVU s market--^ 

IT'S IMPORTANT! 



A.rttj arte af the tallatvittf^ three areas is 
an important TV market by itself! 
COiliiilJVJEO - - papuUitian 'Mvise - - 

they tatal California's third largest 

market! 



^AX JOAQUIX COVXTY 
Stockion 



1. Vnduplicaied coverage of !^an Joaquin and Stanislaus couhHis 



San Joaquin County 



Add Stanislaus County 
Combivcd Counties 

Combined San Joaquin 
and Stanislaus counties 
\YOuld equal a marl-et 



227.000 Popnlaiion 
92nd market out of top 100 
(NBC research) 

lUfiOO Population 
271,000 Total ropulatiofi 



63rd (estimate — out of top 100 
Sales Mana semen f ) 



SArh\\Mi:XTO COl XTV 
>^acraniento 

Add Alameda ^ — Contra Costa 
Sutter — El Dorado 
Plaoor — Mereed — Solano - 
Tuoluinup^ — Glenn Yolo 
Calavoras Colusa — Amador 



Saeranxento county 



Add 

336.000 Populniion 
72nd market out of top 100 
(Sales Mana<,'ement) 

3. Continuous counties — partial and full county oovera'j-e — 
13 counties pro-rated 
population total over 400.000 Population 



Grand total within KTVU's effective signal area!!!! 

over 1,000,000 population!!!! 

over 100,000 UHF homes to date!!!! 



One-Half Million 
Wottj From Holf- 
Milc in the SkyI 



KTVU 



36 NBC-TV 



Itepveseittvd hy George P. Hollingbery Company 
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New and renew 
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1. 



iVeio on Radio IVetworks 



SPONSOR 


AGENCY 


STATIONS 


Amoco, Bait 


Jos Katz, Bait 




CBS 


B3 


Cat's Paw Rubber Co, Bait 


S. A. Levyne Co, 


Bait 


ABC 


353 


Chevrolet Div, Cen'l Mo- 
tors, Detroit 


Campbell-Ewald, 


Detroit 


CBS 


206 


Chevrolet Div. Cen'l Mo- 
tors, Detroit 


Campbell-Ewald, 


Detroit 


CBS 


206 


Chevrolet Div, Cen'l Mo- 
tors, Detroit 


Campbell-Ewald, 


Detroit 


CBS 


206 


Dole Sales Co, SF 


N. W, Ayer, SF 




CBS 


1B0 


Florida Citrus Comm, 
Lakeland 


JWT, NY 




MBS 


560 


Lemon Prod Advisory Bd, 
Cal 


McCann-Erickson, 


LA 


MBS 


495 


A. E. Staley Mfg, Decatur, 
III 


Y&R, NY 




CBS 


206 


Texas Co, NY 


Erwin.Wasey, Inc 


NY 


ABC 


34B 


Wm. '^rigley )r Co, Chi 


Direct 




CBS 


193 


Wm. Wrigley |r Co,, Chi 


Direct 




CBS 


193 



PROGRAM, time, start, duration 

Rhythm on the Road; Sun 4:30-5 pm; 4 )uly; 13 
wks 

Modern Romances; M 11-11:15 am; 26 June; 8 
wks 

Allen Jackson & the News; Sat 1 :30-1:35 pm, 3- 
3:05 pm; 4.55-5 pm; 3 July; 13 wks 

Robert Trout & News; Sun 9:55-10 am. 1-1:05 
pm, 2:30-35 pm, 5:55-6 pm; 4 July; 13 wks 

Robert Trout & News; M-F 9:55-10 am; 5 July; 
13 wks 

House Party; F 3:30-45 pm; 30 July; 13 wks 

Florida Calling with Tom Moore; F 11-11:25 am; 

5 July; 52 wks 
Multi-Mess.ige Plan; M-F B-B:30 pm; 28 June; 

no. wks not available 
Arthur Godfrey Time; M-F (alt days) 10-10:15 

am; 19 July; 52 wks 
Texaco Star Reporter & the Week-end News; Sat 

Cr Sim 5 min on hr from 9 am to 11 pm; 3 

July; 13 wks 

FBI in Peace O War; W B-B:25 pm; 30 June; 6 
wks 

Cangbusters; M 9:30-55 pm; 5 July; 6 wks 




2. 



3, 



Reneiced on Radio Nettvorks 



SPONSOR 




AGENCY 


STATIONS 


PROGRAM, time, start, duration 


American Tobacco 


Co, 


BBDO, NY 


CBS 




Jack Benny; Sun 7-7:30 pm; 26 Sept; 39 wks 


Lucky Strike, NY 








CIO, Wash 




Henry J. Kaufman, Wash 


ABC 


168 


John Vandercook; M-F 7-7:15; 6 Sept; 52 wks 


Procter & Gamble, 


Cinci 


Y&R, NY 


CBS 


173 


Brighter Day; M-F 2:45-3 pm; 2B June 52 wks 


Procter Cr Gamble, 


Cinci 


Compton, NY 


CBS 


132 


Guiding Light; M-F 1 :45-2 pm; 2B June; 52 wks 


Procter & Gamble, 


Cinci 


D-F-S, NY 


CBS 


16B 


Ma Perkins; M-F 1:15-30 pm; 2B June; 52 wks 


Procter & Gamble, 


Cinci 


Benton Cr Bowles, NY 


CBS 


165 


Perry Mason; M-F 2:15-30 pm; 28 June 52 wks 


Procter & Gamble, 


Cinci 


Compton, NY 


CBS 


143 


Road of Life; M-F 1-1:15 pm; 2B June; 52 wks 


Procter & Gamble, 


Cinci 


Benton Cr Bowles, NY 


CBS 


104 


Rosemary; f«1-F 11:45-12 noon; 2B June; 52 wks 


Procter Cr Gamble, 


Cinci 


Compton, NY 


CBS 


160 


Young Dr. Malone; M-F 1:30-45 pm; 2B June; 52 
wks 


Radio Bible Class, 


Grand 


John M. Camp, Wheaton, 


ABC 


235 


Radio Bible Class; Sun 8-B:30 am; 4 July; 52 wks 


Rapids 




III 








R. J. Reynolds (Prince Al- 


William Esty, NY 


NBC 


93 


Grand Olc Opry; Sat 9:30-10 pm; 3 July; 52 wks 



bert Cr Cavalier) 
Winston-Salem 



(See page 2 for New National Spot Radio and Tv Business) 

IS^ational Broudcaist Sales Executives 

I FORMER AFFILIATION 



NAME 



NEW AFFILIATION 



John P. Barry 
James E. Blake Jr 
Jim Brown 
William A. Creed Jr 
Roy M. Danish 
Edwin L. Dennis 
Eugene B. Dodson 
Jay Eliasberg 
Dudley W. Faust 
Frederick W. Florenz 
Wilson K. Foster 
Richard H. Gehring 
Richard Gerkin 



George W. Clark, NY, acct exec 

KSTP, Minneapolis, sis stf 

KMYR, Deiwer, prom dir 

Bertha Bannan, Boston, sismn 

MBS, NY, dir comml opers 

WHB & WHB-TV, KC, sis dept 

WKY & WKY-TV, Okia City, admin asst 

Foote, Cone & Belding, NY, dir adv res 

CBS, NY, Eastern sis mgr 

Cupples Co, St Louis, sis stf 

KLX, Oakland, Cal, sportscstr 



John Blair, NY, sis exec 



KYA, SF, Eastern sis rep (hq WINS, NY) 

Same, nati sis mgr r-tv 

KBTV, Denver, natI sis mgr 

Walker Rep Co, Boston, New Engl sis mgr 

Same, asst to pres 

KMBC-TV, KC, loc tv sis mgr 

Same, dir of rsdio opers 

ABC Radio, NY, dir net radio res 

Same, net sis mgr 

WBAL, Bait, sis stf 

Same, mgr 

WTVN, Columbus, 0, sis rep 
WNEW, NY, acct exec 



► 



In next issue: A etc and Reneived on Television (Tseticork)', Adtertising Agency Personnel 
Changes; Sponsor Personnel Changes; Station Changes (reps, nettcork affiliation, poicer increases) 





Sumbers after names 

refer to New and Re- 
new category 

John T. Madigan (S'l 

Frank Young (3'* 

r. H. Johnston (.3) 

Edwin A. Dennis i3) 

E. B. Dodson (3) 
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3. 



.\nttonal Itrtnttlettst Sales li.vceii r i re.v (c'oii<riiii<L*rf j 



NAME 

Ccorgc Cr.iy 
Richard C. Codon 
Francis Hays 
Thomas ). Henry 
Ccorgc ). Higgins 
Ben Holmes 
W. V. Hutt 
Robert Hyland 
Herb jaffe 
Winton H. johnston 
Austin E. joscelyn 

Glenn Kyker 
Albert Larson 
jack Lucas 
john T. Madigan 
Dick Maguire 
S. W. McCready 
Clyde H. McDonald 
Sherman |. McQueen 
Robert Z. Morrison |r 
Wayne Muller 
|ohn R. Overall 
Anne Nelson 
Richard Pack 
Kenneth E. Patmorc 
William S. Pirie jr 
Jack Rayel 
Ralph Sacks 
Dean Schaffner 
Robert Schlinkert 
Carl R. Schutz 
William D. Swanson 
Milton M. Schwartz 
Stan Vainrib 
James P Walker 
Stu Wilson 
Frank Young 



FORMER AFFILIATION 



NEW AFFILIATION 



WKNA-TV, Charleston, gen sis mgr 

Wcst-Pacific Adv, Spokane, acct exec 

WCST, Atlanta, acct exec 

MBS. Chi, co-op prog sis dept 

KMBC-KFRM & KMBC-TV, sis mgr 

KOMA, Okia City, asst mgr 

KLRA, Little Rock, gen mgr 

KMOX, St Louis, geni sis mgr 

Official Films, NY. sis dir 

WHB 6 WHB-TV. KC, sis dept 

KOVR, Stockton. Cal, asstg in orCp new stn for 

opcr (start Sep) 
K&E, Detroit, sis dept 
Paul H Raymcr Co, NY, sis stf 
WCCO, Minn, hd of acctg dept 
ABC-TV, NY, mgr spec events 
KFJI, Klamath Falls, Ore, gen mgr 
Eugene Tv, Eugene, Ore, gen mgf 
Y6R, Toronto, acct exec 

Don Lee Bdcstg, Hollywood, comml prOg supvr 

NBC, NY, acct exec spot sis 

KBIC, Hywd, acct exec 

MBS, NY, Eastern sis mgr 

CSS Radio, Hollywood, assoc dir bus affairs 

WNBT 0 WNBC. NY. dir progs & opers 

Curtis Publishing, Cleveland, space sismn 

WFBR. Bait, sis dir 

NBC TV. NY, prodr "Home" show 

KSAN-TV, SF, comml mgr 

ABC Rldio, NY, dir net radio res 

WKRC-TV, Cinci, sis mgr 

WATV, Newark, acct exec 

Tulsa Bdcstg Co, Tulsa, gen sis mgr 

Esquire, NY, prom-pub writer 

Storer Bdcstg, Birm, AU 

KATV, Pine Bluff, Ark, gen mgr 

KBiC, Hywd, prod & pub serv mgr 

Natl Fdtn for Inf Paral, NY, r-tv pub 



WLW-D, Dayton, nati sis rep 
KCA, Spokane, stn mgr 
WLW-A, Atlanta, acct exec 
Same, acct exec 
Same, vp 

Tulsa Broadcasting Co, fuls^, nati sis mgr 
KTHS, Little Rock, comml mgr 
Same, asst gen mgr and gen sis mgr 
Same, vp & mem bd of dir 
KMBC-TV, KC, tv sis rep 
Same, exec vp & gen mgr' 

V/W|. WWJ-TV. Detroit, sis prom mgl 
Avcry-Knodel, NY, tv sis stf 
Same, acct exec on sis stf 
WMTW, Mt. Wash. NH. prog dir 
KUAM, Agana, Guam, resident mgr 
Same, vp 

BBM, Toronto, res dir 
CBS Radio, Hollywood, asst dir bus affairs 
WKBH. WKBT(tv), La Crosse, Wis, sis mgr 
Same, natI sis mgr 
CBS Radio Net. NY. Eastern sis mgr 
Same, dir of bus affairs 
Westinghouse Bdcstg Co. natI prog mgr 
WCAR, Cleveland, adv sis rep 
WCEM, Bait, dir sis 
Same, gen prog exec 
KSFO. SF, sis dept 

Same, dir radio net sis dcvel & mkt res counM! 

Same, gen sis mgr 

WNBC Radio Sales, NY, acct exec 

Same, local & reg sis mgr 

WNBd-WN3T, NY, adv, prom & mdsg dept 

Academy Film Prods, Chi, vp prodn, gen sis 

Tulsa Bdcstg Co, Tulsa, asst gen mgr 

KBIF, Fresno, stn mgr 

Screen Gems, NY, press mgr 



4. 



Sew /Xyettcy Appoittttnettts 



SPONSOR 

Ccntaur-Caldwell Div, Sterling Drug. NY 
Fibre Milk Container Dept, American Can 
Co. NY 

Local Chevrolet Dealers Assn. NY 
KWK. KWK-TV, St Louis. Mo 

MCA TV, Ltd, NY 
Polaroid Corp. Cambridge, Mass 
Riggio Tob Corp, Brightswatcr, NY 
Adam Scheidt Brewing Co, Norristown, Pa 
Tri-State Flavor Co, Div Quaker State 
Coco-Cola Bottling Co. Pittsburgh 



PRODUCT (or service! 



Fizrin 

Milk csntdiners 
Automobiles 

Radio station and new sister vhf tv station 
Film syndicators 

Polaroid Land Camera & accessories 
Regent cigarettes 

Valley Forge Beer, Prior Beer, Rams Head Ale 
Bottoms Up (canned soft drink) 



AGENCY 

Compton, NY 
Compton. NY 

Compton, NY 

Rutlcdgc & Lilicnfeld, St Loun 
Mo 

Paris & Peart. NY 
Doyle Dane Bernbach. NY 
L. H. Hartman Co. NY 
Al Paul Lefton Co. Philj 
Wasscr, Kay 0 Phillips. P\W 
burgh 



\iiml)rrs after nnmes 
rrjcr to Si-ir and Hv- 
iirw ratriiory 

James /'. K ,ill;er CI) 
lii-n Holmes 

II . I). >^iransnii (.3) 

A'. //. Gvhrins; (3) 

K ihon K, Foster I '.\ ) 

II m. .S. I'irie Jr. (V 

Jim /Iroini i .< • 

( . II. MrDomiltl r.U 

II . I . Iliitt I.-?) 

KoI.ert Ihhviil Cii 




SPONSOR 



I 



^21,000 Chris-Craft "Sport Fisherman 





By using Mt. Washington TV - the TV 
station with the greatest coverage in 
America — you can save the cost of a 
S2],000 Chris-Craft "Sport Fisherman" 
in 28 weeks of a 15 minute show aired 
five times weekly. 




LARGEST ON THE WAVES 

Mt. Wasliingtoii's niore-tlian-a- 
mile high TV station covers most 
of the three states of Maine, New 
Hampshire and Vermont. On the 
air in August. 



WHAT NETWORK! 

This "3-state one-station TV net- 
work" covers virtually all the 
families local TV stations do. 
Reaches thousands of families 
they cannot reach. Yet average 
time costs run Sl% less than the 
combined cost of the three TV 
stations giving next best Coverage. 




HARRINGTON, RIGHTER & PARSONS, Inc. 
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THE NAME IS. 

Loved by thousands 
A barrel of fun 
Radio's "CofFeehead" 
Sells everything 
Every morning 6 to 10 
Nearly everyone listens 








Larsen's the name and WEMP is 
the station. Milwaukeeans know 
THAT combination means the 
best in radio. 

And so do dozens of shrewd na- 
tional advertisers who recognize 
Coffeehead's leadership among 
Milwaukee radio personalities. 

Join them and find out how 
WEMP delivers up to twice the 
Milwaukee audience per dollar 
of Milwaukee network stations. 

CALL HEADLEY-REED! 

• Ha»rtl on tat fit at aituhlt* Pulsr tatinf:% 
ami >^Hh> raift. 



tmrwEMP-FM 

MII^WAUKEE 

HUGH lOICE. JR.. Gtn. Mgr. 
HEADLEY-REED. N«tl. Rtp. 

HOORS OF MUSIC. NEWS. SPORT^ 



Albert Pltntt 

Advertising, Promotion, Merchandising Manager 
Dorothy Gray, New York 



When Albert Plaut. Dorothv Grav's advertisinn; nianafier, looked 
over the resuhs of the Stewart Doujrall consumer >ur\ey that his 
firm liad made, he found that he had the very best cosmetic- market 
right in his own home: his 12-year-old daughter. 

It seems that the mean average age for using makeup and nail 
polish in the U.S. is 12 years and two months. Dorothy Gray, hoW' 
ever, had been particularly strong among the 30 year-and-older age 
group. Plaut thought the situation over and decided that tv was the 
natural medium for making the Dorothy Gray line popular among 
the 25 year-and-under group. 

Here's how he approached this medium, new in Dorothy Gray ad- 
vertising history: 

The initial tv test ran in Houston and Los Angeles between 1 May 
and end of July 1953 (through Lennen & NewelH. It consisted of 
minute announcements, scheduled during the day and evening. Sales 
results coupled with reaction of retailers in those markets proved 
the pull of the medium. 

Dorothy Gray's second tv test was a more comprehensive one 
running from 1 March through 20 June 19.54. It included minute 
amiouncements in these 10 cities: New York, Boston. Atlanta, De- 
troit. Chicago, Washington, Cleveland. Dallas. San Francisco, Los 
Angeles. The firm used an average of eight minute announcements 
a week to adverti.*e three products out of Dorothv Gray's line of 
cosmetics ranging from a SI. 00 lipstick to a S3..50 hormone cream. 

■■\Ve felt that this test wa« conclusive,'" Plaut told si'ONSOH. "The 
results were satisfving not so much in terms of sales, but rather in 
demand for the brand by retailer accounts we had previouslv not 
carried." 

In 195 l< roughl) 65^ of the total national budget will go into tv, 
Dorothy Gray has signed a 52-week contract with ABC TV for co- 
sponsorship of Tlie Ray Bolger Shoir with Lysol over a 67-city hook- 
u]). The program, a half-hour musical situation comedy, will cost 
about $32,000 a week to produce. Us major purpose will be to popu- 
larize the Dorothy Gray line among voung women under 25. 

Be-ides contributing one actual and one potential customer to the 
Dorothy Grav line in his own family. Plaut guarantees that both 
his 12-) ear-old and hi- nine-year-old dangbters are Rav Bolger fans. 

" ★ ★ ★ 
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SPONSOR 




can get by taking advantage of WSPD's experience 
and WSPD's loyal listenership. Call your nearest 
Katz reoresentative or ADams 3175 in Toledo. 



AM-TV 

S^A TOLEDO, OHIO 



Represented Nationally 
by KATZ 




26 jULY 1954 



25 




Newest Southeast 
Kansas — Northeast 
Oklahoma survey 
covering 11 
county Coffeyville 
trade area (256.000 
people) reports: 

KCCF HAS BIG- 
GEST AUDIENCE 
IN 45 OUT OF 52 
MONDAY THRU 
FRIDAY '/4 HOUR 
STRIPS! (6:00 
A.M. to 6:30 P.M.) 

KGGF with 10 
KW on 690 KC 
delivers primary 
coverage to a total 
of 87 counties in 
} Kansas, Oklahoma, 
Missouri and 
Arkansas. 




690 KC ABC 

COFFETinilE, KMSM 




Issue: 



"Iliickstor.- 



jrthat vou call <Io about 



:U Mux I9.>t, iiapc 2'r 



J>lll»jcCf' 4A'!< Ad>i«ory Council takes new 
i-Icp;. to rt'diicc o|»jcctional)lc ads 

Any nieiiil»er of 4A's guilt) of ohjectionahle advertising now 
fates the possibility of loss of membership in the organization. 

IJefore aii) agency cliarged with objettionalde advertising is ex- 
pelled, however, the 4A's Advisory Council \\\\\ meet with agenc) 
rej)resentati\ es to diseuss the infringement. The Council will then 
report on the outcome of this meeting to the 4A"s Buard of Directors. 

Following receipt of the report the Hoard may, if it so decides, 
proceed to annul membership of the ofTending agency. 

The Advisory Council is composed of all former chairmen oi the 
board and presidents of the association who are connected with 
member agencies and the current chairman. Ad\ isory Council chair- 
man is Earle Ludgin. president of Karle Ludgin & Co.. Chicago. 

Ad\ isory Council action in expelling mend)ers \vould be under- 
taken only in cases where agencies were clearh felt to be at fault 
in sugge-ting or encouraging objectionable ad\ertising. Says Earle 
Ludgin. "In cases where the agency i^ tr\ing to restrain a client and 
is not itself aiding or abetting objectionable advertising, AAAA 
would clearK want to assist the member concerned." 

The 4A's also deals with objectionable advertising through the 
monthl} Interchange of Opinion on Objectionable Advertising. Par- 
ticipating member and non-member agencies report examples of ob- 
jectionable advertising to the Interchange. Complaints received are 
passed along by the 4A's to the agency which had originated the 
ad\ertising, without identifying the source of the complaint. No 
pre- sure is brought to bear, and the agency can take whatever ac- 
tion it sees fit. * * * 




See: 



*"Iiiteriiaiioiial Kadio, Tv Section** 



Issue: 28 Juno 1951, page 41 

SlllljCCf: Hr«t commercial tv station open* 
in French ."Morocco 

The first commercial television station in Africa was opened re- 
cently in Casablanca, chief seaport of French Morocco. 

1 he station is the first of a planned television network linking all 
major cities of the protectorate and covering an estimated popula- 
tion of eight million. A second station is planned in Rabat. 

The Casablanca station began experimental telecasting 22 Feb- 
ruary, tele\ ised some 20 hours of weekly programing through April. 
It has just lipped its weekly total to 30 hours, plans to program 40 
or 50 hours a week after October. 

Among the problems faced by this pioneer tv station in Africa is 
one of programing. The French Morocco population i- divided into 
three groups with difTercnl economic and cultural backgrounds and 
dilTerent nati\e tongues: the Arabic population, the French settlers 
and colonial ofTicers and a large number of American^. The station 
originalK planned to divide its programing hours among Arabic. 
French and English shows. It now hopes to develop a technical so- 
lution to the language programing problem whereb\ two sound sig- 
nals are radiated simultaneously with the \ ision signal: one in 
Arabic and one in French. 

Owner of the station, tlie Compagnie Marocaine de Radio-TeleM- 
sion. |)redict> there will be at least .lO.OOO tv sets in the area w ithin 
the next four or fi\e years. This figure represents one-(]uarter the 
prchcnt number of radio sets there. -k -k * 



iWEED & CO., National Representatives 



KNX NEWS IS 
GOOD NEWS IN 
LOS ANGELES! 

Twelve of the thirteen top-rated daytime 

Los Angeles radio programs (according to Pulse) 

are KNX programs! 

Six of the twelve are KNX news programs! 

Five of the six are KNX locally produced 
news programs! 

And these five quarter-hour local KNX news 
strips command an average rating of 5.6... 
deliver an average of 238,670 in-and-out-of-home 
listeners per quarter-hour every day! 

For details about top-rated news programs on 
the most listened-to station in Southern 
California, call KNX or CBS Radio Spot Sales. 

CBS OWNED • LOS ANGELES • 50,000 WATTS KNX 



Sources on request 
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and 
Hear 

The New Amos 'n' Andy Music Hall 
five nights a lueek direct from 
the Mystic Knights of the Sea Lodge f 




You'd never suspect it from their ofThand 
manner, but they're the most legendary 
salesmen in the land. One of them is Freeman 
Gosden (Amos). The other, Charles Correll 
('n' Andy). And all four of them put together have 
had Americans coming back for more, day after 
day, week after week, for 25 years. 

Beginning this fall CBS Radio will present them 
Monday through Friday evenings in one of the 
most exciting new formats in all radio: "The Amos 
'n' Andy Music Hall."* 

Through a special arrangement with The King- 
fish— Vice-President in Charge of the Whole Busi- 
ness—the show originates from the Grand Ballroom 
of the Lodge of the Mystic Knights of the Sea. 
And next to the bandstand, Amos 'n' Andy will be 
joined by the kind of guest stars that only two 
lifetimes like theirs could command. All the great 
names from radio, the stage, and from every kind 
of screen you can think of. 

What's more, Gosden 'n' Correll will personally 
tell the commercial stones of America's biggest 
advertisers— with all the irresistible candor and 
charm that makes whatever they say the last word. 

This great big nightly 'sociable' promises to 
attract a more--loyal following than any other 
program in radio : the vast number of friends who 
just wouldn't know Sunday without Amos 'n' 
Andy. And the millions of new friends they'll gain 
from CBS Radio's huge weeknight audiences. 

Will advertisers who want to make the most of 
radio's great cumulative audiences also please 
note: the costs of the Music Hall, section by 
section, reflect the sort of advertising economy 
that only radio offers today. And when it comes 
to Amos 'n' Andy— buy one, get the other one free. 

*The regular Sunday night Amos'n'Andy show wUl continue on the air, 

CBS Radio 
Network 





Qo4jeA42<^ to- Maiclt tUe Ma/iket 

ftepreienttxj Nofiono/// by CBS Radio and Television Spot Solet 




WBT-UIBTV 



CHARLOTTE, N. C 




" The Radio-TV Services 
of the Jefferson Stondord 
Life Insurance Compon/ 



The signs of Charlotte ore signs of a market 
bigger by far than city population indicates. 
Take air traffic, for example: 

In air passengers per thousand population, Charlotte 
ranks fourth in the nation, surpassed only by Miami, Dallas 
and Atlanta — surpassing such air travel centers as 
Washington, Kansas City and San Francisco-Oaklands^ 

Charlotte's bulging, pre-war air terminal gives way 
to a plush, new $1,500,000 terminal building due for 
dedication this spring. 

Such busy-ness cannot be accounted for alone by the fact 
that there is no rival commercial airport for 60 miles 
in any direction but only by the additional fact that 
this 60-mile area is densely populated with prosperous 
people who depend upon Charlotte for air travel 
ond myriad other services, including — 

— Radio and television. Charlotte's great area stations, i 
WBT and WBTV unite hundreds of populous textile 
communities into one integrated market ranking 
in the first 25 markets of the nation. 
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HOW FEAR PUNISHES RADIO AND TELEVISION 



Tlici fiiigoi- paiiitiiiK shown licre was drawn hy a I'rigiiteiu'd iicrsoii 
uiideigoiufj psvcliological therapy. Psychologists iiad the jKiticnt 
make the finger painting to help thfm analyze his inner fears. This 
"projective" psychological technique and other psycliological tests, 
coupled with depth interviewing, have now been applied to admen. 
Result' It has been discovered they are often motivated by fear. 
According to psychologists like Dr. Ernest Dichtcr, fear penalizes 
radio and television in two ways: 

1. It prrpeluaies the media status quo. Air media are newer, harder 
to use, intangible.. Adman's fear makes him want to deal vilh the 
old, the easy and the tangible like newspapers and magasine.i. 

2. It perpetuates the program status quo. Bicause of high cost of 
failure, adman often spends his time trying to copy formal of suc- 
cessful shoiv — or commereial — instead of uncovering basic appeals. 

"Fear," says Dr. Dichter, "results in imitative use of media." 




4re YOU afraid ? 



Studies show fear plays major role in iiicclia 
scleetioii. Here's what top agency heads think 



by Ray 

J^^he psychologists say: 
* If you're not driven by fear — at 
least part of tlie time — you wont 
read tliiss. 

« If you are, you ll not only read 
it, but you'll disagree — vehemently. 

For the secure adman, whether agen- 
cy or client, accepts the fact that fear 
plays a vital role in all functions of 
life, including advertising, whereas the 



Lapica 

insecure ones show the t\pical signs of 
■'escape." And these are to argue as 
follows: 

1. "Your findings apply to others, 
but not to me." 

2. "Your analysis is incorrect."' 

3. "Yes. but—." 

At least that is what psychologists 
like Dr. Ernest Dichter say. 

Working separateK. at different 



times and in different places, both Dr. 
Dichter and SPONSOR uncovered some 
startling psychological facts about how 
admen select the media they do. 

Dr. Dichter heads his own Institute 
for Research in jSIass Motivations. Cro- 
ton, N. Y. SPONSOu's findings were 
uncovered during the course of its two- 
year All-Media Evaluation Study. (The 
last of the 26 articles was published 
28 June 1954: all 26 are now being 
reprinted in book form. You may re- 
serve a copy by writing direct to SPON- 
SOR. The price is S4.) 

The basic finding was this: Unable 
to measure atlvertising's results, the 
average advertising man — afraid of 
failure and woriied about job security 



III 

controversy 



26 JULt 1954 



31 




1 c 




Dr. Ernest Dichter 

President of tlio Institute for Ee- 
sciirc-li in Mass Motivations, Dr. Dich- 
tiT is known as a pioneer in use of 
iloptli interview a new approach to 
opinion rcsearcli. He liolds a 
national ropntntioii as tlie solver 
of intricate problems for industry, 
ailv(>rtising and civic groups. 



DO YOU BUY MEDIA FROM FEAR? 

SPONSOR Found In its 2-ycar All-Media Evaluation Study that Five 
conscious or subconscious factors often influence admen in 
choosing media. None has anything to do with selling product: 



J. 



jtdman'.s harl-ground. He tends to stick with what he knows best. 
Job security. Inseoure adman takes no chances, follows leader. 
I'rrsoiial bias. Adinaii who hates commercials may boycott air media. 
Dr.sirc to impre.it.1. Adman may plan big splash just to get attention. 
Desire to git n/w business. Agency may do sanie to win new clients. 



Dr. Ernest Dichter found agencymen are often driven by fear and 
Insecurity because they can't measure exact results of advertising, 
result they fall back on these substitutes for creative thinkirig; 



As 



J. Drive toward mass coverage. "If yon sliniit loird enough, 
someone is bound to hear." 

2. " Unit circulation- cost" concept (cost perM). Buy the cheapest. 
Make your competitor outspend you. 

It. Malce cartipaigns fit budget instead of accomplish specific objectives. 
'I. Sell "prestige" in.stead of products for client, as well as self. 
.7. Depend on some sensational aspect of product to sell it. Look 
for "seals of approval" from media giving them. 

6". "Just hecp drumming." The mathematical concept of repetition. 
Depend on size and frequency to get your message across. 
7. Expediency: Stick to a successful combination. Follow the crowd. 
I'lease dealer and let lUM sell the goods. Don't risk a new' medinm., 

For complete analysis, see "III. Psychology of Media: IVhy atiinen 
bvy what they do," sponsor, 3 May 1954. 



fro<|ueiilly resorls to "crulclies" or 
stratagems lo do his ihiiiking foi him. 
Ami these, according lo Dr. Dichter, 
are: 

Kcliaiico on co?.l-per-l,000, the 
dri\e toward mass coverage, making 
campaigns fit llie budget, selling "pres- 
tige' instead of jjroducts for the cli- 
ent and for oneself, dej)en(ling on some 
sensational aspect of the product to sell 
it. a firm belief in the efTecti\ eness of 
"just keej) drumming" and practicing 
expodienc) or following the leader. 

SPONSOK, on the other hand, discov- 
ered that five Conscious or suhcon- 
s< ious factors often influence admen 
in choosing media. None has anything 
to do with selling the j)rodu(t. These 
an*: the adman's barkgrouiul, his job 
^(X•u^ilv or ni>ccurity, his personal 
Itias, his de-^irc to impress and hi.s and 
tiie agenr)*^ de-ire to get ne\v busi- 
ne-'s. 

Both studies Dr. I)i< liter's and 
SI'O.VSOr's involved interviews with 
some 200 persons each. Dr. DicliterV 
were depth interviews. 

\Xlien the findings of both studies 



were published in "III. Psychology of 
media — why admen buy what they 
do," SPONSOR, 3 May 1954, they 
aroused more interest than any other 
single article of the 26-part media se- 
ries. The American Weekly asked for 




The 26 articles comprising SPONSOR'S All- 
Media Evaluation Study will appear shortly in 
book form. You may reserve your copy now by 
writing to SPONSOR, 40 East 49 St., N. Y. 17. 



permission to reprint it for its em- 
ployees. A direct mail organization 
wanted copies to send to all its mem- 
bers. A radio station asked for re^ 
prints to be mailed to each of its spon- 
sor prospects. 

As coimiients poured in, sponsor 
decided to send copies to leading agen- 
cy executives and ask them, "\^Tiat do 
YOU think?" This article is their an- 
swer. Of the 24 agency executives 
polled, only five disagreed with the 
basic findings: most of the others? 
agreed in whole or in part. Of those 
who disagreed, one called the article 
"dangerous." One said he had been 
counting nundiers too long to start 
"nursing at the breast of Mother Dich- 
ter." One described advertising's "car- 
rent flirtation with modern psychol- 
ogy" as a trend. And still another 
pointed to the growth of all media as. 
refutation of the finding that radio and 
tv were being penalized. 

In this article you'll find not only 
their \ iews in detail but also Dr. Dich- 
ter s answer and fiiialK the oj)inions of 
{Vleasc turn to pape IS) 
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DOES F-E-A-R INFLUENCE MEDIA DECISIONS? 

Some agency executives disputed psychological findings indicating irrational factors like fear 
fsffect media decisions, but most agreed. Here are some sample quotes from SPONSOR survey 





YES 

JfSIIK'.V Cecil., president, Cecil & 
Presbrey: "I find Dr. Dichter's views 
provocative and Interesting. I think most 
old hands In advertising will agree that 
an Imaginative approach to media buy- 
ing is highly productive and that ineffi- 
ciency lurks in the adoption of a con- 
ventional and traditional approach. Me- 
dia buying can be creative and should 
be creative. The more creative the ap- 
proach the more productive the adver- 
tising, whether it Is media or copy." 

FiiirfnX jH. Cone, president, Foote, 
Cone & Beiding: "I don't think I have 
any disagreement with Ernest Dichter's 
findings. ... I am assuming that when 
Ernest says often, he means sometimes. 
And that when he says agencymen, he 
means advertising people generally. . . . 
To be sure, there is a great deal of tra- 
dition in the buying of media. There are 
also fads and fancies. But if most me- 
dia men are anything like our own, they 
are a pretty objective crew." 

Leo Burnett, president, Leo Burnett 
Co.: "I am not silly enough to argue 
Ernie Dichter's points. My own approach 
to advertising, including media, is very 
simple. It starts with an idea. If possi- 
ble, it should be an idea that will cause 
people to talk over the back fence. . . . 
(Then) one is forced to look at the bud- 
get. (Finally media) selection revolves 
around experience, common sense, facts 
, . . other things which are supposed to 
add up to good judgment." 

i>f«rioii Harper Jr., president, 
McCann-Erlckson: "There are certainly 
many fortuitous and accidental factors 
which shape advertising decisions apart 
from the rulebook, and even apart from 
unconscious motivations like fear or In- 
security. To the extent that we recognize 
the existence of these non-rational in- 
fluences on our own thinking, I think it 
becomes more nearly possible for us to 
select media objectively and wisely." 

Eilu'ard II. Weiss, president, Weiss 
& Geller: "The reluctance of some ad- 
vertisers to accept the relatively novel 
idea of using motivation research as a 
practical means of improving advertising 
will be overcome, we believe, as the 
realization spreads that most advertising 
activities . . . can be defined in terms 
of human feelings. That is why we have 
been able to successfully apply our 
knowledge of human motivations beyond 
copy to media. . . .' 



NO 

lleiirfl Sclltivllte, senior v.p., Bryan 
Houston: "The third article on media 
psychology is, I think, dangerous. , . . 
I am not pretending that media buying 
is perfect or unbiased. But I certainly 
will never agree that it's as dark as you 
make It. If It were as unreasoned and 
ill-planned as you indicate, how could 
advertising have become the most effec- 
tive means yet devised to move goods? 
So, please don't make media buying 
sound so haphazard — because it isn't." 

fVillioiii It. ItaUer Jr., board 
chairman, Benton & Bowles: "Both SPON- 
SOR and Dr. Dichter overlook an im- 
portant fact in modern advertising prac- 
tice. Today's successful advertiser and 
his agent have outgrown 'decision by 
whim and caprice' — and learned to di- 
lute even subconscious domination by 
any one person. Decisions are usually 
made these days by groups, not indi- 
viduals. . . . There is little chance for 
Individual bias to control their decisions." 

Ilurrtf Schneidernian, president, 
Harry Schnelderman, Inc.: "I want to ask 
if Dr. Dichter's thesis that all will be 
well if admen begin to use the tech- 
niques of psychiatry may not replace 
one dogma with another. I do not mean 
to belittle the enormous contributions to 
human happiness made by psychiatry 
since Freud, nor do I mean to deny the 
value the use of all the social sciences 
may have for advertising. . . . (But) 
how valid are these techniques?" 

Wnrner S. Shelly, president, N. W. 
Ayer & Son: "It is quite possible . , . 
to follow a trend too far. Only recently 
the trend was to advertising research of 
a mathematical nature. . . . Your article 
about Dr. Dichter's work strips some of 
the glamor from mathematical research 
and reminds us that we are dealing with 
real people, rather than numbers. How- 
ever, advertising's current flirtation with 
modern psychology is also a trend." 

Sherwood Dodge, v.p., Foote, Cone 
& Beiding: "You can go too far on the 
psychology of media. It has to be re- 
garded as just one more yardstick, to be 
used jointly with circulation and audi- 
ence figures of all kinds, Instead of re- 
placing them. As for the fear element, 
fear is a part of human nature, and I 
don't suppose It can be entirely re- 
moved from any phase of life but I 
disagree that It Influences media se- 
lection to the extent you Implied." 





V 
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Si'lu'ot'L vatlUt /#€»<*im.v<» . . . 

]. It jj;ct> our iiicss;i<;e across with 
'■^riMl l'r('((iu'iu\v. " \Vf need lliis I'l-c- 
(liiciirv ill (irdiM* Id liit pritspofts al 
tlic crucial time of their shori 
periodic interest in our "product." 

2. It enabh's \is to reach ii hirtre 
audience al a rehitivcly low cost. 

;i. It snioollis the sales patli for 
our agents by liclpinj; to make the 
coin|)auy name readily known. 

■1. It allows local identification of 
onr individual aj^onts through 
-Station cut-ins on the network show. 

"^iucc we enc(uirap:(> listeners to 
"Sec yonr State Farm a^ent," such a 
tic-iu is of inestimable value to u.s. 




let radio helps 
State Farm name 




Leading auto iiisiiraiiC'O company 
puts !$0% of its liuflget in radio 



j-\ j)ro-j)c<.'ti\ e cu^loiiier has a mo- 
li\atiiifr interest in Stale I'arm Mu- 
liial;i "product " ouh one month a 
\ear. Hut Stale Farm makes sure that 
it strikes !?c\erai tiiiiCs while the in- 
terest is hot. 

The product: auto insurance. 

[he striking' medium: network ra- 
dio, which jiets nearly one-third — or 
S.'^00,0()()— of State Farm's total ad 
bud>iel. Though the comj)an\ ]juts the 
rc-t of its current S'JoO.OOO ad outlay 
into uuiuazine-. it depends on radio to 
^ct its mc--a<j[c a< ros^ with the "great 
frc(|ucut \" it needs in order to rea< |i 
tlie CNcr-chan-iinfi halt hcs of '■eligible'" 
l ustomcrs at the right time. 

Auto insuraurc 1- gcneralU |)nr- 
( ha^cd or rcuewcd ;ianuall\. The State 
larm Mutual \utoniobile Insurance 
(!o. of I>loomiu::tou. 111., has found 
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that a car owner's interest in insurance 
most apt to bJossom around his own 
renewal time and the interest span, 
the company estimates, is about 30 
day s 

In the course of these 30 days a car 
owner has ample opportunity to be ex- 
posed to State Farm's message. If he 
doesu t bear it on Cecil Brown s news 
connnentary program over the Mutual 
network on Sunday between 5:50 and 
():00 p.m.. he may catch it on Jack 
l3rirkhouse"s shorts show on the same 
web Saturda\ 5:4.S-.55 p.m. 

State l'\irni -ponsors both of the-e 
10-minute |)rograms each week, each 
on alxmt lo5 MBS stations. The com- 



case history 



pany chose the programs with the aim 
of reaching a primarily male audience, 
based on its knowledge that men make 
the decision in bu\ing automobile in- 
surance. 

All State Farm's media decisions are 
made with the aid of the company s 
advertising agency. .Xeedham. Louis & 
Brorby of Chicago. Vi'illiam H. Ohle. 
a vice president of the agency:,^ is ac- 
count executive. 

Key executives al State Farm .Mu- 
tual who have most to do with the 
firm s advertising efforts are; 

Adiai II. Rust, jiresident of State 
Farm .Mutual and chief executi\e of all 
three conii)anies (auto. life, fire I. 

Thomas C. Morrill, vice president u'f 
Slate Farm .Mutual and executi\e in 
charge of national ad\ertising and 
public relations efforts of the firm. 

SPONSOR 





A. W. Tompkins, agein-y \i<c pres- 
ident of the State i'^arni Insuian<c 
Companies; he is the firm's ( hief sales 
execuli\e, guiding the atli\itip> of 
Stale Farm's more than 7,000 agents. 

State Farm has been enjo\ing a 
hoom since tlie encl of World War H. 
Safety responsibility laws passed by 
many states since the war. making it 
advisable for auto owners to be ade- 
quately insured, ha\e been a factor in 
this j)rosperit\. Sales grew from a 
premium volume in 1949 of SfSG.OOO,- 
000 to a volume in 1932 of S I 11.000,- 
000. 

Between 1952 and 1953. sales leaped 
ahead by $50 million, bringing the 
firm's income in 1953 to a high of 
$191,000,000— a gain of 35^^ in vol- 
ume over the previous year. The $50 
million increase alone was almost twice 
the company's total premiums back in 
1942. 

And this year's sales, according to 
State Farm spokesman, K. I). Bischoff. 
are running ahead of 1953, reflecting 
the firm's constantly accelerating 
growth rate. In fact the conipany s 
main problem right now, says Bist'holf. 
is to build and staff administrative of- 
fices fast enough to handle burgeon- 



ing sales. 



State Farm has 7,000 local agents 
in the U.S. and in Ontario. Canada; 
eight regional offices and 315 claim 
offices. It boasts over three million pol- 
icyholders and states that it insures 
one out of every 14 passenger cars in 
its entire operating area. This area 



State Farm alms message primarily at male audience. Firm uses two lO-minute programs each 
weekend on MBS: Cecil Brown (above] news commentary, plus sportscast by Jack Brickhouse 



rovers all of the l\S. with the excep- 
tion of New York. New Jersey and the 
New England states. (All figures here 
apply to State Farm's auto insurance 
company only, not to the Life and 
Fire divisions. The auto insurance is 
the parent company and the one on 
which consumer ad\ertising emphasis 
is placed.) 

^ hat part has advertising played in 
State Farm's almost explosive growth? 
lo put this c[ue-tion in its proper per- 
spective, Bischoff explains that insur- 
ance is not sold directly by advertis- 
ing: it is sold by indiv idual agents af- 
ter a thoughtful approach and a per- 
sistent sales effort. Therefore the pri- 



mary purpose of the advertising is to 
make the *^tate Farm name readily 
known and to smooth the agent's path 
by eliminating the need for him to 
identify himself. Associalioii with a 
well-known company is generally iden- 
tification enough. 

The firm s over-all advertising ob- 
jectives are threefold: 

1. To conserve the present business. 
In the insurance business, the initial 
sale is merely the first step. It is also 
necessary to keep the insured sold on 
the value of his protection and his 
company. This is a continuing battle. 

2. To stimulate and encourage the 

(Please lurri lo page 96) 



KEY EXECUTIVES CLOSE TO FIRM'S ADVERTISING EFFORTS ARE (L. TO R.) A. H. RUST, T. C. MORRILL. A. VV. TOMPKINS 
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AGENCIES USING GROUP APPROACH DIVIDE MEDIA BUYERS LIKE B&B TIMEBUYERS ABOVE INTO THREE OR MORE ACCOUNT UNITS 



TIME BUYING 



I'arl oj a series on the varied nays 
agencies organize air media buying, 



I 




lloro's Iiow IficVIE buys (iiiio: liiiyors \v«n'k in aeccHiiit groups, eaeli lioaclecl 
hy all-iiieclia exeeuiivcvs. Many lop a^'oiieios now uso Cliis approaeli 



Cod. man. \\lial*s \\ ioii{i 
uitli oiii Modia IV|iarlinenl ?' i> a 
<|iie.-ti()n tliat wa- a^kcd uilli iix ieas- 
injz fit';|iioii( \ I)\ ti)))-i iiiikiii^ agencies 
slioiih \.I..r. (aflei lifting of the 
fi (•(•/(• I . 

!^a>l Niixeniliet tlie 1 \'s Ka^teni \n- 
iiiial (lotiference included a ^erie'i of 
»|icc< lii'v oil media orgain/atioii. !{ep- 
io-eiitali\c» of »c\eial of tlic Hig 20 
ngeiicie- at llial time (li''Cii>-^e(! media 
de|>ai tnietil nrgaiii/ation witliin llioii 
own ageiu ie» a» well as cunenl trend- 
in re\am|iing tlioe >triictni (">. 

1 hi* geiii'ial cuiKein with media oi- 
gaiii/ation be<'amc w iile>pread after 



/*y Evelyn Koiirnd 

lifting of the freeze. At that time it 
hcH'ame a|i|)arent that the gro\vtii of 
the air media had made many views 
on media de|!artmeiit organization oh- 
.■^olete. It vva? ahoiit h\o \eai> ago 
that most major agencies began thi^ 
sonl-searchim: w ith a \ iew to accom- 
|)lisliing one main objective: bringing 
the media bii\er into a position where 
he can fnnction mo^t elTecli\eI\ in .-er- 
\ i< ing his \ arioiis a( counts. 

\ spoN.soi! sur\c\ of the top 20 ra- 
(Ho-lx agencies >hows (hat three main 
s\»tcm> (d organizing media depart- 
ments ha\e emergecf from this ree\ al- 
iiation of agenc\ media-bn\ ing seluj).-: 



lire non-integrated, the »emi-integraled 
and (he integrated s\ stems. 

1. The non-integrated or traditional 
.'•vstem is the type of media departmeni 
in whirii the buying functions are dis- 
tinct!) separated b\ medium. This is 
the organization of the media depart- 
ment at J. Walter Thonip-on, Foote. 
Cone & Belding and nian\ other agen- 
cies. 

2. In the semi-integrated media de- 
partment, the bux er* are still separated 
])\ the media tlie\ specialize in. but 
t]ie\"re assigned to account groups, 
riiese account group>. which may num- 
ber an\ where from two to fn e to art 



s 
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TOP AGENCIES USING 
GROUP SYSTEM 

BBDO 

Danccr-Fitzgcra Id -Sample 
Ted Bates 
Leo Burnett 
McCann-Ericksan 
Lcnnen & Newell 
Kenyon & Eckhardt 
Compton 

Cunningham & Walsh 



liiiilliiireiii iM AWWW, '■'illilKlllv •rauill*'" " 

agency, are supervised "h) one or two 
all-media men. Benton & Bowles, Mc- 
Canii-Elrickson, Leo Burnett, Kenyon 
& Eckhardt, Lennen & Newell as well 
as several other major agencies have 
organized their media departments 
along these lines during the past two 
years. (See box above.) 

3. The integrated system is the fur- 
thest in evolution from the original 



one or more ac<'()unts. He acts, in ef- 
fe<'t, as a virtually aut()tuinu)Us media 
director for these accounts. Young & 
Kubicam is one of the few agencies 
aiiu)ng the toj) 20 major leaguers 
which is using this sjstem. 

SI'ONSOU will analyze each of these 
s\steins by showittg how they operate 
ill three agencies. 15eginnitig below, 
the first of three articles will discuss 
the functions of the media people with- 
in each s)stcm and the time or <dl- 
m<'dia buyer's scope and re-iponsibili- 
tie^ within these systems. 

There is. of course, a certain degree 
of overlap betv\een the three systems. 
During the past two jears, however, a 
strong trend toward the semi-iiitegrat- 
ed media department (the second sys- 
tem outlined abo\e) has become ap- 
parent among the major agencies. 
Benton & Bowie-, as one of the leaders 
of the senn'-integrated or "group ap- 
proach," furnishes a typical example 
of the way this particular method of 
organization functions. 

Al Benton & Bowles Charles A. Pool- 
er is senior v. p. in charge of market- 



B&B TIMEBUYERS 

Frank Carvell 
Lee Currlin 
Danald Footc Jr. 
Arttiur Hcmstead 
Bernard Kanner 
Helen Kowalsky 
Thamas Mation 
William Murptiy 
Grace Porterfield 
Jack Sinnott 
Thomas Tilson 
Richard Trea 
Sam Zitt 



iiig and the Departments of Media, Re- 
'earch and Merchandising report to 
him. l)a\ id P. Crane is v. p. in charge 
of media. Below this top level the 
media department is divided into three 
o|)erational aiul one media ser\ices 
group. (See chart below.) 

Al the head of each operational 
group there are an associate and an 
assi.-tant media director. These men 



Purpose of It&lfs settti-iutetfrutvil sfisteiii is to pro- 
vide more individualized media planning for each account. B&B 
accounts are divided among three operational groups in media de- 
partment. They're divided not by category of accounts, but rather 
by workload. Within each operational group timebuyers and space- 
buyers are assigned one or more accounts to buy for. At the head 
ot each of these three groups there's assistant media director and 
associate media director. These are all-media men. The associate 
media directors actually do creative media planning for their par- 
ticular accounts, in cooperation with account people and with the 
over-fil! media director and senior v.p in charge of marketing. Essen- 



tially, each associate media director ects as media director for an 
account group billing approximately one-third of the agency's total 
billings. However, he has at his disposal the resources of a media 
services group provided by the agency's media department for its 
three operational media groups. Within each operational group, the 
timebuyers report to the assistant media director, who is also an all- 
media man. His and associate media director's recommendations 
are based directly upon market and specific media knowledge of 
buyers within their group. During past two years more than half of 
top 20 radio-tv agencies have reorganized media departments into 
this group system. Trend toward greater Integration continues. 



>rntof t it* PtmJtni 

in t.h^K* <,( 
Mar kf ling 



Benton «& Bowles 
if roup system 



WfWw f>ir#H*r 



Rratidraif 
Hnjrrt 




Print 



Prim 



ffprrnlianml Croup 
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aic ii'--|ton~il>lc fill tl.<' pLiiminj; (/I 
till- iiii'ilia --tralc;.') iiiid tin- ^.iipen i>ioii 
of llic Lutiial liusiiif; <ni general ac- 
(•<)iiiit>. 

"We <li\i(li' lilt' iiccoiiiit^ into tlntv 
^iDiip- l)\ s\ Drkload." I)a\e Oaiie 
told sfoNsOlt. "It"> not the calcfrorN 
of account nor the anxjunt uf liillin^ 
tliJt (Ictcnnincs the frroiip to li a 
paiticiilar a<counl i- a>>i{£ne<l. In olli- 
ci s\i>r(l-, our tlire<' ()|jcratiotial groups 
ari' (li\i(lc(l stiictK foi control and 
adniini-tratix »' pin pose* to <;i\c our 
rlu'nt- more ^pcoali/cd attention. 
Ilcrc"'« liow tlii-i llicoiN \\ork> out: 
I'rior to t!ie clian-icox er to tlio group 
■'\>tfni. onl\ one man at Hi^nlon 6v 
l)o\>le-. the media director himself, 
wa* an all-media man. That is. one 
man \\a> ie>p()n>ilile for making me- 
«lia strategy roeonnnendalions for 30 
or more arc omits, with some S60 mil- 
lion in annual hillings. In Jamuus 
]^)r)'2 I5\|{ (hanged lu the gioii]) >v*- 
tein. Now three a> o* iate media direc- 
tor;- and their a>-istant;- are all-media 
men in charge of planning and execut- 
ing media strategy in eooperation with 



|)a\<' (/rane. 

"Kac li a>so< iate media dlrcctoi i>. 
actualU acting a> media director of 
his own group— the e(|ui\aleut of an 
agriicv lulling ahont S20 million a 
\ear." Oane explained. "'At the same 
time he has at lii- disposal the resear( li 
and aiiaUsis facilities of a far larger 
orgaiii/ation." 

I lie a>*i»tant media dire< tor i- aNo 
an all-media man. hut his fuii< lion* 
are more supers i-or\ than lho>e of the 
a->o< iate media director, I nder each 
assistant nu-flia director in eacli of the 
three operational groups there are a 
lUimher of limehu\<'r- and spacehus- 
er> who l)u\ for the ae<()unls in their 
|)arti(iilar group. 

A group associate media director 
head.* the media services group. wlii< h 
further !!ul;di\ides into three depart- 
ments headed h\ three deparlnieiif 
managers. I he departments are; me- 
dia analysis and e\aluation. outdoor 
aiifl transportation Inuers. ((jntracls 
and estimates. 

This media ^ei \ ice> group act? as a 
pool for the a(< ouiit> in the three op- 



erational group>. No acc(mnl.s are as- 
-igiied to the ser\ i< es group it.self. 

"Many of our .sj)ac'e and limehuyers 
came originally out of media services." 
Crane told sl'O.N.'^Olt. "They were then 
made assistants to spare or liinehuyer> 
and eventually hecame timehu\ers or 
spacebuy ers themseh es."' 

Benton & Bowie,*' policy i.s to train 
assistant and ass<j< iate media direc-tors 
fr(Jin among the tiniehuy ers and space- 
buyer* in the media department. To 
give tneni all-around media experi- 
ence. Crane began a system of inter- 
locking assignments some time ago 
that is. giving space assignment* to a, 
timebuyer or broadcast assignment* to 
a spacebu\er. 

\\'ithin thi* group framework, the 
tinicbuyer s fuii< tioii i.*- that of a spe- 
cialist in air media. Heres the work 
for wlii< li he is responsible on a typi- 
cal L3-week spot campaign: 

First, he gets a market list from the 
client or account supervisor. This mar- 
{ Please turn to pti^e 98 1 



ISAIt tintvhntn'rs tttake COO foiilocl.v* in luilioiiaf r,S*wvek vantpnigu. Ilvre's brenkdown: 



At Un.<t (V1 
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Othor hitfu'rs in ogeiify 
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Traffic 
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im\ food M\\ battles 
the giants with radio 



A 60% -radio liiicl$>ct lias built :tOO% sales 
increases for HSarlier's in Allinc|nerciue 



Photos by Bill lull 



)J[ ust two \ears ago, radio salesmen 
made little impression on the thriving 
Albuquerque, N. M., grocery chain 
known as Barber's Supermarkets. 

But today : 

® Barber's spends six out of every 
10 advertising dollars on either radio 
announcements or radio programs on 
four Albuquerque stations. The bal- 
ance of an ad budget just under $100,- 
000 is spent in newspapers and other 
local media by the seven-store chain. 

• According to B. Alan Brower, the 
chain's advertising director, since using 
radio, "No month has passed without 
showing a substantial increase over the 
preceding month's volume, and no 
month has failed to show an increase 
over the corresponding month of the 
previous )ear." 



Barber's executives map air strategy. L. to r.: 
John R. Williams, general manager; Alfred L. 
McLane, assistant; B. Alan Brower, ad mgr. 




• Barber's now competes strongh 
with such national and regional groc- 
ery giants as Safeway, Piggly Wiggly, 
Big Bear and Furr's. "If the present 
rate of growth continues," Barber's 
officials state, "gross sales will exceed 
the $10 million mark in 1955." This 
w ill make Barber's a "Class A'' chain — 
no mean feat for a local firm. 

W hat caused Barber's to break with 
the let's-not-bother-with-radio philoso- 
phy held by many of the country's 
grocery firms? X^liat radio formula 
has produced such an eye-opening pic- 
ture in the face of competition from 
local newspapers and three Albuquer- 
que television stations? 

Barber's first big test of radio came 
about in September of 1952 as the re- 
sult of a local crisis: the clerks and 



butchers in Albuquerque's grocery 
stores went out on strike. To keep sales 
rolling while a settlement was made. 
Barber's bought a weekend saturation 
announcement package on KOAT. lo- 
cal ABC Radio affiliate. Somewhat to 
Barber's surprise, although the chain 
had used radio brief!) once before, it 
did the trick. Sale? levels held up, 
strike or no strike. 

At this point, adman VI Brower en- 
tered the scene, having been hired by 
Barber's to supervise advertising and 
promotion. Brower soon made a bold 
move. "Tf radio works." he suggested, 
"let's use a lot more of it." Barber's 
executives gave Brouer the green light. 



case history 



■M iiiiiiuiiiiiuiiinii iiiiiiiiiiiiiiiiiiiiiinii : mill iiiiiiiiiiiiiiiunij: 

^ nvrkritd snturation splash | 
I supplftuonts rt'finlur shotvs | 

^ I. Wrek-long " softpning" = 
= of aiidienre is do))o by two \ 
daily shows on KABQ, KO AT. | 

2. On weekends, 130 radio | 
^ announcements in 21/2 lioys | 

are used on fo)tr outlets, | 
tic in with print ads. | 

3. Of total budget, about = 
60^^ goes to radio. Balance i 
goes to print, promotions. I 

4. E.rlinsirc vsr is made | 
of both co-op funds and % 
co-op radio aids. About 25% ; 
of ad spendi)ig is eo-op. | 

^11 llllllll llllllll 1 li' M . ' II' . "'I' ■ " - 

The weekend saturation announce- 
ment schedules were expanded in June 
1953 to include Albuquerque's other 
three network affiliates: KABQ (MBS), 
KGGM (CBS) and KOB (NBC). 
Store managers began to report that 
the radio drives were having a notice- 
able effect in boosting weekend sales — 
an important shopping period in a city 
which has a large Air Force and gov- 
ernment population, in addition to 
tourists and ranchers from the sur- 
rounding counties. 

But still Brower wasn't completely 
iiappy. Some form of pre-selling. he 
felt, was needed to "soften up" the 
city's housewives and homemakers be- 
fore he fired off his weekend spot 
bombardment. In August 1953 Bar- 
ber's moved into radio programing 
( Please turn to page 101 ) 
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10 wavs to put more sell in foi 



hy Irrinf! SrUrl 

M't|ii( till\ lol<'\ ;i(l\('itis('rf- uie more coiufiiicd 

Willi iiii|)i ()\ iiiji |)ri)ur;iiii uiliiij;.- lluiii w illi iiii|)ro\ iiig tlie 
'■r;iliii<;>" (il ihcii -nic- iiie>-ajif-. I iiiifoiliirialc-. 
\\vv\ l)ii-iiic>-iiiaii knows llial llic value i»f llic di)lhir.i 



on tt'lcv i-ioii i> ((iil\ 



;o()(l a- 



tl 



le rc 



-lilt 



iM" nil" 



of ^■l]>\] it'^iisters ill lelail .-lores. 

ridiii a |jiatli(al |)oiiil of |)ro^rain laliiiffs arc 

iiiiportaiit. I'ld^raiu coiiteiil and icsiiltiiiji aiidience lisleii- 
(■rslii|) (letcnuine llie iiiiiiil)er of |)()loiilial persons sul)- 
jetlcil lo tlie sales iiie»sa^ei However, what liap|jens at 
tlie |)(iiiit of "'now liere"» a iiicssafie from our sponsor? 
I'liis t|uestioii is draiiiatirallv answered l>\ results of ti 
leceiit stud\ wliicli indicated that, in t(de\ i^ioii area?, coii- 
Mini|)tion of water iiicroa-Cs suhstaiilialh dnriii<i "(■oni- 
nieriial time |)(>ri()ds." In other words, ue are losiniC 
/ifjilih fdlfd program aiidieiices jor jiooily ruled coni- 

JIUT(iol.\,' 

With tlie-e fa( ts in mind. oh\ ious i|iiesli<)iKs arise. JIow 



tan w(» jrct more viewers to watch our commerna 



lh)w can we get them to reinemher our sales messa<;es? 
Jh>w can we get them to hu) our |)rodu(ts? 

Here are 1() simple "(•0111111011 sense' |)iiiici|des which 
iiiav liel|) \ on to arrive at su<"< essfu| conclusions. I've 
de\eh)|)ed tlie-e as a result of a study 1 did at Pace College. 
1 had a jjanel of 54 students analyze ahoul 400 coiniuer- 
cials. Keactioiis <){ the students together with ni\ own 
<'oiichisioiis are the foundation for the points below. It is 
lo he remenihered that these are not "tricks" luit piattical 
t\ t(4 liiii(|ues whii li have been tried and jHOveii eiTective. 




Irving Settel: he 
doubles in brass as 
New York tv adman, 
college educator 



• liii^l .1 nlmr Settel lives .'i lius\ iiiit t\ tilled 
lil'c. lie I- 'r\ SmIcs I 'I'dii'dt idii < '(iiiNiilt.uit for 
.siirli Cnii^ Ms |)\i Mont 'I'v' .Network, I't'ek .\(lver 
tiMii^ .\k iirv :iiiil ( (liicdici \, Inc. .\t tlie sruiie 
lll"e. he i> .-111 ili>t lurtor ;it .\fw ^'oik '.s I 'ilce 
< '(illciji-, \v 11 kiioxvii liiiviiK 1.S si-li(.ol, wliiTO lu- 
teiielu"^ :i tv course. Cri.itor of .\ IK ' TV's 
■' Who 's the lloss, ' ' he is 'ilso co editor of ' ■ Tv 

Adv erlisiii(,» \ i'lddiution Il.nidl k'' ;iiid 

I'dnor of foil Tv .s'hows lil' tin N'iiir,'" 
snoii to Ik |eddishei| t>,v lljistinss. 




i. Demonstrate 

wtierever 

possible 



One of the nioit cfTectiNC telex isioii tcchiiit|ues is deuwn- 
x'ralion. It is almost uiibelie\able how man) c urrent t\ 
advertisers ignore this obvious principle. Psychologists 
indicate that |>eo|)le are more likely to watch and remem- 
ber claim.- of produ' t |>erformance if they 5ee thai per- 
formance demonstrated and proved. A good rule lo re- 
inemher then, is to describe . . . and demonstrate every 
sale- claim made in the cojjy . 




2. Correlate 
audio with 
video 



An appeal to the eve as well as the ear creates a double 
sensory impression. I elev islon coniinercials are most effec- 
tive when sound and sight are (oordlnated into a single 
uv iiamic message. 

Telev ision s most significant sales asset is its ability lo 
Combine sight plu* sound in a ( oiiiinercial message. The 
advertiser who neglects apjieal to one sense and concen- 
trates only on ihe other is missing out on tv "s most power- 
ful persuasive force. 




3. Reep, 

co.nniercials 

simple 



One of the most coii'iiKm errfus in the making of telev i* 
sioii commercials is to take the ■■slaiii-bang" approach, 
Freciucntlv , one-minute ( iinimercials become v irtual "jjro- 
duclioiis with everything in but "the kitchen sink. I his 
( ()iice|)t is a sure wav of driving your li-tener out of the 
iiioin ill despair lor for a glass of water I. 

The coiiiiiiercial should make it easy for the viewer 10 
gras]) the sales |)oiiits. \ simple t-ommercial with a lim- 
ited number of eleineiits and presentations will increase 
li-lenershi]) and "n^-all" of sales points. 
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coniniercials 



ascMl c»ii sliKly «»!' KM) coiiiiiKM'C'ials 
4»ii some liasie clc»*.s and clcni'ls 



4. Repeat and 
repeat and 
repeat 




llie well known after-diiiiier speakcrV funiiiila to "tell 
't',m what )ou'i"e going to say, sa) it. and then tell "eni what 
you've said" is a good rule of thumb in tele\ ision. Re- 
membrance can be increased substantially h\ recapitulat- 
ing and summarizing the sales points. 



5- Avoid 

trick 

devices 



There is an overwhelming teni])tati<in among ])roduLers 
to use trick -shots, montages and the hundreds of other spe- 
<'ial television effects available. Frequentl- , tliese are forced 
and misused and there i- the inevitable lo s of recall 
(|uality so necessar\ to effective selling. 




i. Use 

appropriate 

salespeople 




Compatibility with the product must he your aitnounc- 
er's most im])ortant characteristic. He or she must look 
the part, feel the part, act the part of the product repre- 
sentative. The over-all feeling of sincerity should prevail 
at all times. The "pitchman" attitude is suitable only to 
a limited number of products. 



7. Use 

r appropriate 
testimonials 



If your commercial tails for the use of testimonials, try 
to select "real" people. There is nothing more disconcert- 
ing to an audience than to viev\ a glamorous actress taking 
the part of a typical housevsife. To represent "average" 
people, use "average" looking actors with sincerity, not 
beaut) as the most important attribute. 





8. Avoid 

distracting 

presentations 



in j)iin"ed adv erli^ing. the "elernar Ictnale freipiently 
su])ersc(ies llie j)roducl itself. Thi- can be di~asli-ous on 
telev ision. Scantily clad modeU take a tentinn away from 
the product being sold. When a |ihotog('nic moilel i* used 
to show ]iroduct, she should be fully clothed so that there 
will be little or no distractions from the sales message. 




9. Use 

authentic 
settings 



>et yuui stage lor .the commercial as authentically as 
i ossible. Housewive- should be in the kitchen, business- 
men in an oiTice. Kv ery liackground element should con- 
tribute to the sales im])ression which the connnercial is 
trving to make. 



10. Sell tlie 
"sizzle not 
ttie steal(" 




More than ever on television. Elmer \Vheelcr'> famous 
slogan becomes important. Food jiroducls are particularly 
subject to this tvpe of selling. Show the foods in smdi a 
way that they look "good enough to eat. ' Wherever pos- 
sible. shov\' them being made, being eaten in enjoyment. 
Favorable sensory im]iressions of a product make the 
V iewer feel that lie can "almost smell them cooking." 
This is v\hat sells merchandise. 



// is poasiblc to inrrense thf efffrlireness of your 
tplcrision comttiprcials iiith rrenltvp thinking; 
and intelligptit application of simple selling: 
teehni<iues. The 10 prinriples mentioned above 
will not automatically produce perfect commercials. 
However, adherence to these principles plus 
common sense will raise the performance levels 
of the sales messages and eventually sell more 
merchandise over the counter. * * * 
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I^'ord dealer in \Vilkes-l5arre 
recently sold 32 used curs 
as a result of weekly 
news sliow ( eost : .tl4b 
total) oil WIJRE-TV, Ch. 
2h. Cusloiners saw sliow 
as far as 70 miles awav 




Siniile iiiiniite announce- 
ineiit on WKXX-TV, 
Cli. 57 in Saginaw-Bay 
City. Mich., sold $2,364 
worth of "Television 
I^oekers'' at a cost to the 
furniture dealer of $80.34 



How well m iiM sell ? 

Ill many markets tlio only televi.sioii is iilif, but even In mixed 
vlif-iilif fireas advertisers on iilif have i>'otten !SO-to-l sales returns 



The cdsc hisfoiir.s in fliis 
report iiulirate jnsf how 
ej] eel ire your Ir adi ertisiiig 
enn he on iihf television 
stations. They f^ii e tanf^ihle eri' 
(leiiee of sn( (ess h\ rnony varied 
types <if sponsors. \e.\t issne 
nil I eon tain <i report on the 
present-do) stains of nhf. 
inelnduiii data on nnniher of 
.stations, eoniersion figures, t\pe 
of competition, market sizes. 



/ n recent weeks headlines out of 
Washington have painted an often- 
dreary picture of ultradilgh-frequene\ 
lelev islon. 

Admen exposed to these stories 
ahout uhf problems often wind up 
with this impression: I hf is Itself the 
prohleni. 

Hut the real problem which faces 
uhfcrs and the one wbii h concerns 
admen the mosl is actualK not one of 
"fiefpiencx " or "con\ ersion" or "pic- 
ture (|ualit\.' \s stations themselves 
see- it. uhf's- biggot headache tndax 
centers aroniid the son of competitive 
sitnalion in which nhf station opera- 
tors fnid th(*m>eKcs. How uhf -tations 
sdKe (iimpetitive problem-^ within 



their markets, if the\ face them, is 
often the key to that station's useful- 
ness in a tv station lineup. 

As far as advertisers and agencies 
are concerned, the present hassle over 
uhf can be boiled down to just four 
main points: 

Point One: There's nothing "wrong" 
with uhf as a medium of tv transmis- 
sion. It has its own special character- 
istics. Some are good; some are bad. 
It is more limited in iL« range than 
\'lif. in most cases. In intermixed mar- 
kets viewers nmst often be persuaded 
to convert their sets to pick up uhf. 
Hut nhf is jnst as much "television" 
as is vbf. 

Point Tiio: As an ad manager dr 
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VHF STATMON RESULTS 



limebuyer you're on shaky grounds 
when you make any sweeping "don't 
buy*' rules al)oul ultf. yVcording to 
the FCC, evenlually some 20,000,000 
people will look to uhf as tlieir only 
form of tv. \ <)u can't even generalize 
about uhf in intermixed situations. 
Too many uhf stations are winning 
their uphill bailie for audiences and 
high conversion rates in the face of 
stifl vhf competition. 

Point Three'. You have a bigger 
stake ill uhf than you think. Statistics 
show that competitive tv markets near- 
ly always show a lower cost-per-1,000 
tv homes for advertisers than do non- 
competitive markets. Uhf is still the 
only wa) by which the time-clearance 
logjam in one-station vhf markets can 
be broken. 

Point Four: Few uhf operators want 
special favors or expect advertising 
charity. But they do ask to be exam- 
ined on their own merits. The national 
advertiser who fails to examine the 
uhf-only and uhf-vhf markets one at a 
time is taking a chance, the tv broad- 
casters in the upper spectrum say, on 
missing a good tv time slot or a good 
'■growth opportunity." 

This is not an idle broadside on the 
part of uhf operators hankering for tv 
business. Uhf stations feel they are in 
a good position to help advertisers like 
the ones described below : 

• The lately arrived network adver- 
tiser who has had to take some bad 
lime slots on jam-packed vhf outlets in 
what used to be big one-station mar- 
kets. Advertisers will often find 
that their network tv ratings in these 
markets, due to the fact that they are 
on the air in margin slots because of 
general crowding of network shows, 
are barely as good as the national av- 
erage rating. Sometimes they are sev- 
eral notches below the national level. 
Uhf stations in these intermixed mar- 
kets can sometimes oflfer time slots with 
a better audience potential — and at 
lower cost. 

• The national spot advertiser who 
wants to establish good franchise slots. 
It was the willingness to pioneer, back 
in 1948 and 1949, that enabled adver- 
tisers like Bulova, Benrus, General 
Foods and the cigarette companies to 
move in on nighttime Class A tv spot 
periods and stay there. As network 
programs next to these slots grew in 

[Please turn to page 94) 



Winslon-Sidem, \'. C. (U'TOll.Tl ; Ch. 26): '\\s\u Citv I'ack- 
iiig (]«). I)«)ii<!ht a 15-niimito segment of locally |iro«liiee«l tv 
barn «laiic<' show, ''Iloedown Party." opposite ("HS TV's 
"Jackie Gleason." Show boosted saiisafje sales 6(J%. over-all 
sales 3(J%. No other adverti.-iiij: was used. 

^ ^ ^ 

Wilkes-ltarre, Pa. (WILK-TV; Ch. M): This outlet, one 
of two iihf outlets in city, does strong local prograni job in 
addition to AHC TV, DTN sorviee. Grant T<iol Co. averages 
150 orders for Gay Blade per aunouneemenl. Popular 
"Carousel"" sIiom sold 1,000 i>airs of goeks in one week 
for Hub store. Tv drive for "Tbe Kobe*' brought second 
biggest day's gross in local Paramount tbeatre's history. 



Columbia, S. C. (W COS-TV; Ch. 25): lliis ABC TV affiliate 
competes witli both a ulif and a vlif station in its area, but 
lias racked up some good sales results. Last winter, one spot 
announcement for Hillman's Snorting Goo«ls ttore sold 18 
English bieyeles at $64.93 apiece. Winter business for the 
firm was generally 10% higher. Hillman's now rates uhf 
over newspaper, ilireet mail media. 

^ ^ ^ 

Baton Rouge, La. (W AFB-TV; Ch. 28): Although market is 
due to become intermixed in September, uhf outlet has had 
a good chance to establish itself, build an audience. Local 
Admiral dealer used a full-page ad in local pai)er, sold one 
range. Then, he tried one five-minute show on WAFB-TV, 
sold 14 ranges. Dalton's Department store used one live 
minute spot, promptly sold 400 dozen sets of glassware to 
uhf viewers. Kean's Laundry sponsors filmed "I Led 3 
Lives,"' soon rolled up 20% increase in fur storage business. 



Munctp, Ind, (WLBCTV; Ch. 49): Station serves over 
71,000 uhf homes in its market, is affiliated with all four 
networks, says "there's nothing wrong with ulif technically." 
Uptown Tire Sales, sponsor of late news show, showed third 
liighest percentage of increase in sales of Armstrong tires 
in entire U.S. Chevrolet dealer sold six new cars as the 
result of one 1 5-minute d.j. telecast. 
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M\mm on ik air 

Tolovi.si<»ii floiii<»iislralioim briii<>' baliy iijiliistry 

hil<» S72 iiiilli<»ii siiiiiiisillv elass williiii a vear 



M 11 tlic (iftli (ciitun 1 liiiij;iiriiiii> 

iixlr meat -oft iiiidci the >a(I(llr. Culi- 
iKir\ icdnciTH'iits piojiri's-i'd iiiilil l«!lli 
(<-iiliii \ I- liiii (' w Iicrc our lu'f ( laiiTied 
llic oiiU \\a\ lo cDok an fj;^ was to 
plate it iiT>i(lc a |)ijicoii, put the pifjeoii 
inside a duck, llie duck iii-ide a j)i^. 
llie j»i<j inside an ox. roa-t the o\ sh)\v- 
1\ oiT a sj)it. throw ii\va\ the o\. j)ig. 
<Iuck aiT(l pigeon l.iit. ithiiiti. ho\ , 
ulial an e<;<;! 

During the |)ast two \ear> i()ti>-erie 
iTianufiK tuiers ha\ e been using lelevi- 
.sjoii to |)ei>ua(h> Viiieiican house\vi\es 
lliat the onl\ \\a\ to make an egg. 
(lurk, t utU't, or e\eii jiic, for that mai- 
ler, is otT one of the luaiu hraiids of 
rolis-rcri > currenth ll()»)ding the I iiil- 
t'd States market. 



Kotisseries had been sohl earlier 
than tuo \ears ago. Some jjioneei 
hroiler manufacturer- sa\ as long as 
]r> )ears ago. But it was not until 
1953. when Broil-Quik and Koto-Broil 
took their stor) to telc\ ision, that 
hoiisewi\es in large numhers realized 



round-up 



the rolisseric is an ele<lronie wonder 
lhe\ an lot do without. 1 h s sudden 
fad in ele< lriral home appliances rep- 
resented a national hroiler sales jump 
from .S7.2O().()()0 in 19.51 lo .S13.172.- 
000 in 1952. Tile hig jump was in 
195 ') — to .'>72.4 nnlliou. (Figure.* from 



EleclrUal Merchandising. Januar\ 
19.54.1 

The two leaders in the broiler field. 
IVerless Electric (manufacturers of 
Broil-Quik I and Bolo-Broil Corp. of 
\merica I manufacturers of Roto- 
Broil) call their products "television 
hahies." 

A< eording to iiidustr\ sour<es Broil- 
Quik and Koto-Broil together account 
for over UiV i of total national rolis- 
serie sales. Nine other electric appli- 
ance manufacturers |)roduce liroilcr- 
rolisseries. hut none of these |}ronioles 
rolisserics with either the aggressive- 
ness or the Budget of the two iiide|jen- 
dents who re the giants in this field. 

Here. then, is how these two rolis- 
serie giants i Broil-Quik and Holo- 



Roto-Brpil's locally placed cooking show, "Roto Magician," sells Lesfer Morris, star of this l5-minute film show, gives in-sfore demon- 
housewives on versatility of firm's electronic coolcing ap.oliance. strations, as shown below, in major markets where film series is telecast 



f 

The rotisserie business: a quick look at its history and advertising f 

> 

llisiorif: A stc]) i hild of the clcctricjil aiiplijiiicc iiuliisti v for I.T yc-ns, 
rotissorics lu'RiUi sliowiiis' sales strides in 1:).")! mid 10.":^ ;is :i result of 
gressi\e ;id\ortisiiis on tin- ]);irt of iieweoiiiers I?roil Quilt and K'oto Broil, 
liotli fiiius figlit ()\ cr New ^'ol■k, fonnti \ 's most lucrative I'otisseiic market. ^ 



/Xtiwrtisinfi: I'ntil Uoto Broil's eiitr.v into tlie lace in IJroil Quik 

was Nuniher One. HudRet was s])lit lietween maRa/iiies. iiewsi)ai)ers and t\'. 
Then Roto Broil ])ut o\-er Ml',; of its budget into s])ot tv iiroKrainiuf; and 
rose to Broil Quik's sales lo\ (d within a .yeai-. I!roiI-(iuik hghts liaek with t\'. 



Ps'ohl4't»ts: Because its owners are indeix-ndeiits and newcomers in electi'i 
cal api)liances, tlie rotisserie business lacks the distribution outlets to grow 
smoothly witli increased ilemand. Price cutting by New ^'ork discount 
liouses and a pviec war between the two giants cut deej) into tlieii' ju-ofits. 



Broil) made America rotis^erie-coii- 
scious. 

ISt'oil-ifnik wa.-^ iiilroducecl by I'eer- 
les!i Electric in January 1951. Until 
1952. however, advertising was mostly 
local newspaiier advertising in Pscw 
^ ork. Broil-Quik's first and major 
market. l)esj)ite the modest advertis- 
ing effort through Zlowe Agency un- 
til 1953, the firm claims to have 
grossed $2 million in 1951 — then, as 
result of exjjanded distribution. $4 
million in 1952. 

When Broil-Quik entered production 
in 1950, the firm had only three com- 
petitors in the infra-red broiler line. 
B) 19.53, some 10 other firms had en- 
tered the field — one of them, Roto- 
Broil Corp. of America, which had a 
particularly aggressive advertising pro- 
gram. To hold its Nmnber One sales 
position against the increased comjje- 
tition, Broil-Quik stepped up its own 
advertising. 

Broil-Quik's budget for 1953 was 
$500,000. In the beginning of the 
)ear Max Steinbook, Broil-Quik's pres- 
ident and advertising strategist, leaned 
heavily toward full-color page ads in 
such national magazines as Saturday 
Evening Post, Good Housekeeping. La- 



dies' Home Journal. His idea at that 
time was to build Broil-Quik as a pres- 
lige product with class-appeal adver- 
tising. 

By mid-year, however, it bec-ame 
apparent that Broil-Quik's major com- 
jjetitor. Koto-Broil, was throwing the 
entire weight of its advertising budget 
into l\ . l5roil-Quik reexamined its 
budget. 

At the beginning of 1953 Broil-Quik 



had planned to sjjlil the $500,000 bud- 
get this way : 40'-^ for national maga- 
zines; 20'^^ tv; 20"^ f for newspaj)er 
ads; 20^^^ point-of-sale. 

By summer 1953 Steinbook became 
convinced that tv should come in for a 
larger share of Broil-Quik exj)endi- 
tures. In New ^ ork alone Broil-Quik 
bought into four tv shows: the first 
half of The Jerry Lester S/tow, W'ABC 
(Please turn to page 90) 



Peerless Electric Products sells its Broil-Quilc via woman-appeal tv sis. mgr., Arlene Francis, star of "Home," H. J. Holbrook, Peerless 
shows like NBC TV's "Home" show. Below, J. Lanigan, NBC Eastern v. p., and Max Steinbook, pres., sign for Broil-Quilc participation 



Irresistible 



As captivating ... as beguiling , . as irresistible today on television 
as she has always been on stage, screen and radio. 

As hostess and often star of Crown Theatre,* 
Cjloria Swanson consistently outdraws her competition 
— including top network shows in many major markets* 

And as the fascinating foca] point of a complete 
merchandising follow-up, she has the kind of appeal 

that makes her public a buying public. 
To assure your product an enthusiastic welcome^, 
make an entrance with Gloria Swanson* 

We'll be happy to introduce yoii. 

CllH TELEVIHIOX FILM SALES 

in New York, Chicago, Ia)s Angeles. San Francisco, 

Dallas. St. Louis. Detroit, Atlanta and Boston, 
Distributor in Canada: S. IF. Caldwell Ltd. 



fi jWic stniion on ttir* 



CITY t STATE 



MISSOULA, MONTANA 
ENID, OKLAHOMA 



INDIANAPOLIS, 
INDIANA 



DECATUR, ALABAMA 



TERRE HAUTE, 
INDIANA 



CALL ICHANNEL 
LETTERS I NO. I 



ON-AIR 
DATE 



POWER (KWf 

: 1 NET 

VISUAL ! AURAL AFFILIATION 



STNS. 
ON AIR 



SETS IN 
M ARKET< 

<000» 



PERMITEE t. MANAGER 



Rtr 



KGVO-TV 13 

KGEO-TV 5 

WISH-TV 8 

WMSL-TV 23 

WTHI-TV 10 



1 July 
15 July 

1 July 

4 July 
20 July 



60 30 

100 50 

316 158 

21.5 12 

316 158 



CBS 0 
ABC 0 



basic ABC 
primary: 
NBC, DuMont, 
CBS 



CBS, DuMont 0 



KIP A M<Kfay's Int. 'GiW- 

•^"^ A J. Mosby. mgr. Perna 

Dick Coon. pro«. dir. 

5Q Str'^f ts Ei^tronics. Inc. John 

George Strerts, uc'y 6>. Pearson 
mgr. 

P. R. Banta. pret. 
Tom Belcher, comml. 
mgr. 

427 Universal Bdcstg Boiling 

C. Bruce McConneil, Co. 
pres. 

Robt. McConneil. v. p. L 
gen. mgr. 



Hf/^ Tennessee Vaiiey Bdcstg Walker 
Frank Whistnant. prrs, 
Biii Guy. geni. mgr. 

1Q1 Wrtash Vaiiey Bdcstg Bojiing 

Co. Co. 
Anton Huiman Jr.. pres. 
Jim Higgins. geni. mgr 



II. \ew eonstmcttoin permits* 



CITY i STATE 


CALL 1 


channel! 


DATE OF 


ON-AIR 
TARGET 


1 POWER 


(KW)" 


STATIONS 1 


SETS IN 


jpERMITEE i. MANAGER 


Radio 


LETTERS j 


NO. I 


GRANT 


1 VISUAL 


AURAL 


ON AIR • 


MARKET' 
(0001 


REPI 


DOTHAN, ALABAMA 




9 


2 July 




55.6 


27.8 


0 


NFA 


Aia-Fia-Ga Bdcstg. 
Charles Woods, pres. 
J. T. Thrower, v. p. 




HENDERSON, NEVADA 




2 


2 July 




10.96 


5.48 


0 


NFA 


Southwestern Pub. Co. 
Donald W. Reynolds, 
pres. 

A. E. Calahan. v p. 
Theodore Nelson, see'y 




DAYTONA BEACH, 
FLORIDA 


WMFJ-TV 


2 


8 July 




1.26 


.72 


0 


NFA 


Teirad. inc. 

W. Wright Esch. pres; 


McGllivn 


TULSA, OKLAHOMA 




2 


8 July 




100 


50 


e 


NFA 


Central Plains Enter. 

pris^-- 
Wm. Skelly. pres. 





Since -si'on.><ohV 28 June listing, three 
more tele\ isiun stations have gone ofT 
the air hut retained their j)ennits. An- 

OFF THE AIR 

PRINCETON, Ind., WRAY-TV, uhf ch. 52. 
Began operating 6 Dec. 1953, ended 15 
July 1954. 

DULUTH, Mich., WFTV, uhf ch. 38. began 
operaKng 31 May 1953, ended 15 July 1954. 



III. Addenda to prcvtotts Itsttnys 

other station has susjjencled operations 
teniporaril) . Two more stations have 
rehiiquished their c.p. s (raising the 

HOUSTON, Tex., KNUZ-TV, uhf ch. 39, began 
operating 10 Oct. 1953, ended 25 June 
1954. 

PITTSBURGH, Pa., WKJF-TV, uhf ch. 53, be- 
gan operating 14 July 1953, ended 2 July 
1954 



iiuniher of c.p.'s returned to the FCC 
to iJ 1 1 . All six station* mentioned be- 
low are uhf outlets. 

C.p.'s RELINQUISHED 

CHAMPAIGN. III., WCUl, uhf ch. 21 (FCC 
cancelled c.p. for lack of prosecution). 

PinSFIELD. Mass., WBEC-TV, ch. 64 (FCC| 
cancelled at request of grantee). 



U. S. SI al ions on air, incl. 
Honolulu and Alaska (18 
hme '.>!) 
Markets covered 



BOX SCORE 



:t7 7 
2:tr, 



Post-jreeze c.ps granted {ex- 
cluding 30 educational grants; 

1R7h/.v"51) 

Grantees on air 



•>7:t 



Ti< homes in ( . S. (1 June 

'50 :to\ni.ooot 

i'.S. homes with iv sets (1 
June '.vO 



•Both new e.p. i ind itttloni Bolnj on tho ilr llited herf trf those which ocruired hetwe^n 
1 Jul> an I J>< Jul\ tr n\\ h liifitrmal Iihi "MiM Iio ikhtitlnrnl In tlut porlrnl Slnllons aro 
Mmililrrrd lo Of* on thi air uhen rommcrrltl oiicratioD it«rti. **roucr of c.p.'i tf thai recorded 
In FCC iitpllrailt * and uTiri < inti i f ii Jlri lual cran ct>s * Information on ihe number of icii 
In markrtii where n t 'lr« 'i:' ntnl a* helnc fr m \I1C Itc<«arrn. rnn<Ut» of eiilmaiei from the 
•iitloni or repi and muit be deemed approx mate. Sliaia from NRC Itnearrh uid PUnnlne 
I'ercrnlacri on htmci wlih irii snd h •mn la tr eoreraiic areai are ronildrred attproxlmair. Iln 



moit cases, the rrprest^ntatlre of a radio itatlon nhlrh Ts ersnled a c.p alio rcpreienli the 
»T nppriilon -^Ince ti prfsctlmf It i> ecnerilly ion early lo conflrm tT rcpreseniatlnn* of o 
irrantfTs. SroNsOit Msts ihc rrp* of ilic radio sliiKwis In tlil* column whrn a radio ttill^ 
bciM) k'lTpn i[i» It eranti NKA No flt:urc» ara iable Rt preaiilme on srii In bud 

'Tills numltor Includes cranls to pormltcrs who ha\e slnu- surrcnderiHl lliclr c i^.H or who '* 
liBil tlu'm n-iili'd Uy l-'CC, 

-K V<i<> Tul-a. uwns '.J , lntero«;t In pennitw 
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Tricks like this... 



are sure-fire. They lift TV audiences right out of their 
seats — especially when spotted in "live" shows. 
Easy to produce, too — entertainment or commercial 
—when you USE EASTMAN FILM. 

For complete information — what film to use, 
latest processing technics — write to: 

Motion Picture Film Department 
EASTMAN KODAK COMPANY 

Rochester 4, N. Y. 




^ f East Ce«(t DIvhIen 
H '342 Madljon Av«no« 
^ New York 17, U Y. 

itm-t»* for «(m 4blribHti«n 

W. J. GERMAN, INC. 

Fort Lm, N. J.. Chicovo. IIL, Hollywood, CoUfonita 

HERE'S A TIP. Do it in COLOR- 
Chances are, ydu'll be needing It. 



MIctwott Division 
137 North Wabash^Avonuo 
Chicago 2, lllinob 



WmI Coast Divfolen 
6706 Santo Monko Blvd. 
Hollywood 38, Colifomia 



ond'sofo of Eastman ProfMSlonal Motion Pkturo FHm^" 



His viewers think he's the 

SMARTEST MAN IN 
SAN FRANCISCO 

(his local sponsors think they are!) 




Time isn't always available on "^William Winter and the News/ San Francisco's 
longest continuously-sponsored program (one segment by the same 
sponsor for over five years). 

As this^is written, it is, and it's worth checking for William Winter means 
sure-fire penetration of Northern California. 

• 

Consistently among the top ten multi-weekly TV programs since 1952 (something 
no other local origination can bdast), ''William Winter and the News," 

with Winter's startlingly accurate analysis of world and national events, has . 
an ajmost fanatically loyal and responsive audience of thinking Californians. 

• 

Ask your Katz man about this "^open Sesame" to sales. 




SAN FRANCISCO, CALIF. 
.affiliafed with CBS and DuMont Television Networks 
.represented by the Kati Agency 
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Tv film shows recently made available for syndication 

Programs issued since March 7954. Next chart will appear 23 August 



iiiiiiiiir 1 iiiiiiirfflii. Mil iiiiiiiiiiiiiinr i 



li n';'i:if!, i(, iSft JlIP m llf MS 



Show name 



Syndicator 



Producer 



Length 



No. in series 



Show name 



Syndicator 



Producer 



Length No. in itriti 



Jet Jackson. Fly- 
ing Coromandoo 

Rlh Tin Tln< 

Stories of the 
Century 



Playtime with 
Jerry Bartell 

TelecomlCJ 



ADVENTURE 



Screen Gems 



Screen Gems 



Hollywood Tv 
Service 



Sterling 
Nat|. Telefilm 



The Ama2lng Talei Interstate Tv 
of Hans Chris, 
tian Andersen 



Screen Gems 



Screen Gems 



CHILDREN'S 
Jerry Bartell 

Natl. Comics 

Interstate Tv 



30 min. 



30 min. 



Studio City Tv 30 min. 
Prod. 



IS min. 



30 min. 
IS min. 



30 min. 



46 

26 
26 



13 



S2 
168 



This is Charles 
Laughton 



TfcVee 



Walt's Workshop Reid Ray 



Juniper Junction, Essex Films 
U.S.A. 



EDUCATIONAL 

Gregory. Harris IS min. 



Reld Ray 



HILLBILLY 



Town &. Country 
Time3 



Official Films 



Byron Prod. 



MUSIC 



30 min. 



30 min. 



30 min. 



26 



26 



26 



26 



COMEDY 



Meet Corliss 
Archer! 



Ziv 



Ziv 



30 min. 



Meet -the O'Briens OfliclaL 
The LMtle Rascals Interstate 



Stuart Reynolds 30 min. 



Hal Roach 



20 min. 
10 min. 



DOCUMENTARY 



Impact ' Natl, Telefilms 

Tenth of a Nation Esiex Fllnii 
Where Were You? UTP 



Herbert Breg- 
stein 

American News- 
reel 

Bing Crosby 



60 min. 
IS min. 
30 min. 



DRAMA. MYSTERY 



Douglas Fairbanki Ijiterstate TV 
Presents 

Fabian of Scotland Telefilm 
Yard 



Man Behind the 
Badge 

Mayor of the 
Town' 

Paris Precinct 



MCA 
UTP 
MPTv 



Dougfair Prod. 
Trinity Prod. 
Procktor 
Gross- Krasne 
Etoile Frod. 



30 min. 
30 min. 
30 min. 
30 min. 
30 min. 



Sherlock Holmes MPTv 

Tales of Tomorrow TeeVce 

Tho Eddie Cantor Ziv 
Theatre 

The Ethel Barry- Interstate Tv 
more Theatre 



Sheldon Reynolds 30 mm. 
G. Foley 30 min. 



ZJv 

Interstate Tv 



30 .nin. 
30 min. 



The Falcon 



The Heart of Jul- 
iet Jones 



The Lone Wolf 



NBC TV Film 
MPTv 



Federal Telefllmi 30 min. 
Charles Irving 30 min. 



United Tv Pro- Gross-Krasne 
grams 



The Star and the Official 
Storyi 



The Whistler* 

Vltapix Feature 
Theatre 

Waterfront 



CBS TV Film 
Vitaplx 

United Tv Pro. 
grams 



4-Star Prod. 



Leslie Parsons 



3U mm. 
30 min. 

30 min. 



Princess Picture! .13 min. 

65-80 min. 



Roland Reed 



30 min. 



m 
m 



26 

26 
28 



m 

S9 
3B 
26 

m 
m 

26 

m 

13 

39. 
28 

m 
m 

m 

26 
26 



Florlan ZaBach 
Show> 



Frankle Laine 
Show< 



Horace Heldt 
Show' 



Guild Films 



Guild Films 



Guild Films; 



Guild Films 



Nickelodeon 
Series 



Consolidated Tv Geo. Bagnall 
Geo. Bagnall 



The Guy Lombardo MCA 
Sliow 



This Is Your 
Musics 



Jan Prod. 



MCA 



Barrett 



30 min. 



30 min. 



IS min. 



30 min. 



30 mIn. 



NEWS 



Adventures In 
the News 



Sterling 



Telenews 



IS min 



SPORTS 



Great Guys and United World 
Goats 

Jalopy Races from HarrlSeope 
Hollywood 

Post Time, U.S.A. Tel Ra 

Sports Mirror Geo. Bagnall 

The Big Playback"' Screen Gems 



Zach Baym 3 min. 

HarriScope 30 min. 

Tel Ra 15 min. 

Wickham Films 15 min. 

Screen Gems IS min. 
Telenews 



This Week in 
Sports 



INS 



Hearst- 
Metrotone 



IS min. 



VARIETY 



Oate with a Star' Consolidated Tv Geo. Bagnall 
Movie Museum Sterling Blograph 



15 min. 
IS min. 



WOMEN'S 



Tv Kitchen 



KlIng Studios 



Kling Studios 30 min. 



39 
39 
26 
26 
52 
26 



26 



18 

26 

52 
28 
26 

52 



26 
26 



26 



'Sold to RheiiiBold in California -N Y C, -New Haven and Hinghaniton. Other markets available for sale to local sponsors. ^^Soid to P.-..ciric Telephone In Californ a 

Waihington and Or.Bo... Other markets available to h.cal s„on,ors. ^Available in color. *-\vailable 1 September. "Ktl.yl Corp. Iiai *l.o» in .W markeis Best 3v»,Ubl.^ .or In 

sponsors. "The Wander Co., t liicago (Ovalline) is sponsoring the show nationally under the title. Captain MidniBlii. -V separate series is available fur i«al spcn> i,i n U. 
the markets not eoveted by Ovaltine. iiPON^'Oa Invites oil tv fllin syndicators to send Information on new films. 
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51 



ziv's NEW S^ies c 



Hollywood's Dynamic V* 

DAVID DRIAN 

in the powerful role of ... . 






^MYSTERY ON THE AIR 

YOUR GUARANTEE OF 
SUCCESS ! 



HAVE YOU Sl?Hnf1^.A.B. SUft-VEY 



ftABfQ MYSTERY DHAMA pTlOGftAM^"? 




I 



D R A m A 



IN A -c T 1 a t^i 



TESTED and PROVED . . • 

No.1 MYSTERY on the Air! 



NATIONALLY 



HIGH RATINGS! ist 

in survey after survey* * * , for 12 years among 
the nation's top-rated shows. 

•Noiional Hooper ond lo^al Pulse rotings on requeif., 

LONG-TERM RENEWALS! 

Renewed for 12 consecutive years by one of the 
largest firms** in a highly competitive field. 

•'Nome on request. 

[SENSATIONAL SALES RESULTS! 

During this 32 year period, the sponsor's annual 
sales increcfsed nearly 300 Vo 



listeners liv# fh6 ^ 



|0/ *** 




05 MR, D. A^, HARRINGTON pnd MISS 
MILLER match wits with t4te wnderworld. 



©o» I'n I«ue4i Wfth us rfow . , . vcfre, ptronc; Write fbr* full 
FAfTS ©N THIS iimt SAt^S PLAf^ POfR i?yaViRTISf *SJ 




25,000 WATTS! 



TOWER POSITION. HIGHER! 

WATTAGE ....TRIPLED! 

MARKET COVERAGE. ..SATURATION! 

— and a big plus ! ! ! I 

Fantastic is the icord — the word for tlie way viewers 
of the Rochester area have, during these first eight 
montlis, welcomed Channel 10 into their living 
rooms. It's the word, too, for the vva\ local, national 
and network sponsors have gobbled up our time 
. . . that, of course, is what top programming does 
for a station! 

Just lt)ok up the Rochester S|iring "Hooper'"^ your- 
self — check rates — study our coverage map above — 
tiien ctjnsider this new Channel 10 up in power! . . . 
We'll uag^L'v jou'll be asking us for availabilities! 



DAYTIME ON CHANNEL lO.— The strong CHS da) time 
shows plus our own smash local participating programs 
t)ffer mail)' 15 to 20 ratings, some adjacencies to ratings 
to 2y — vet at our low, lov\ class rates. 



CHANNEL 10 



V H F 



CSS BASIC 
WHEC-TV • WVET-TV 



ABC Aff/IIATE 



U'I'fJ.V f/oi'.v fill oiil 16 
proiiiolc .lli.v.v LiuftTAt* 

IJadio -lalion W PE.N in Pliilaclel- 
|)liiii undertook lo introduce. |>r(>inote 
and air the judging of the l(Ral run- 
oil of the '"Miss I iiiver^e ' content re- 
ce/itl) and did the whole jul) in loj 
than 100 hour>. It \\a» the sole medi- 
um through which the contes-t — for 
"Mi^* Eastern |*enn>\ l\ ania wa,s 
|jrt)nioted. 

W I'KN e\eruli\e< made plans for 
production and promotion of the con- 
le>t in < (>njun< tion with the Patricia 




ROCHESTER,N.Y. 



Steve Allison witS Miss Eastern Pa. finalists 

Steven^ Finishing School for Models 
and Career GirK, conijjleted them oh 
Tuesday. 29 June. F'irst announcement 
of the contest was aired that night on 
the Sieve /■illixon Show, a late-nigiit 
gahfe>t on \\ PE.\. By earh noon on 
W'txhiesday. the first entrants arri\ed 
at the l^atricia Ste\ens Sohool and the 
screening was on. I)\ Frida). six 
judges were named. On Saturday at 
12 noon, the finalists were .selected. 

1 lie finals of the contest were s< lied- 
uled for midnight airing in the \\ PEN 
.studios on the Sleie Allison Slioii: 
Crowds started to arrive at 6 p.m.. 
fdled the >tadio to cajjacity by 9:45 
H\ 10:1.1 p.m.. police had to be called 
to control the crowds wanting to eirter 
the studio. Consideratel\ . the >tation 
?up|)lied street amjilifier? ?o that the 
(uerflow outside coul<l at least hear 
the going>-on. 

The contest began at 12:0.S a.m. and 

Mi>~ Eastern Penns\l\ania (Elaine 

DuFVeii. 22 I wa- picked at 1:40 a.m. 

★ ★ * 



EVERETT^cKINNEY. INC • NATIONAL REPRESENTATIVES • THE BOLLINC CO.. INC. 
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the air at the inomeiil. A large ther- 
mometer, a clock and weather fore- 
cast dial, a sports scorehoard, an As- 
sociated Press teletype machine and an 
easel with title cards of programs make 
ihis possible. 

One-third of the studio space is oc- 
cupied with a record and transcription 
library for the convenience of disk 
jockejs. The walls feature pictures of 
local and network air personalities. 

Since it has established the new 
"Sidewalk Studios." WSLS reports, it 
has found "fresh \itality" for opera- 
tion. * * 



WSLS 'SUSeicalli tintlio Studios' aiiraci piiOfic, ni<l siHtnsurs 

Radio station NVSLS in Roanoke. 
Va., has moved its studios to a 
street corner in the heart of that city's 
downtown district. Object: to exploit 
itself and to bring its operation closer 
to the public. Result: greatly hypoed 
public interest and upped sales for 
sponsors. 

The WSLS studios (which opened 
Memorial Day) are set up and dec- 
orated with a view to being eye-catch- 
ing and appealing to passersby. Offi- 
cials of the station estimate that dur- 
ing 18 hours of each day, some 24,000 
persons pass by the corner (First 
Street and Church Avenue) on which 
the studio is located. 

Since the opening, thousands of peo- 
ple have visited the studios, the station 
reports. Spectators are invited to par- 
ticipate on local shows and inspect ra- 
dio equipment. Each guest is given a 
map illustrating WSLS air coverage. 

Sponsors are profiting from the new 
setup, too. Merchandise of advertis- 
ers using the station is on display in 
the large windows of the studios as 
well as within. These displays are en- 
hanced by the carnival atmosphere of 
the studios, promoted mainly by a red- 
and-white striped canopy which covers 
the entire ceiling. Sponsors exhibiting 
products include Singer Vacuum Clean- 
er, Hammond Organ. General Tire, 
Sunnyside Awning Co. 

Pedestrians looking in the windows 
can learn the latest in weather, news 
and sports, as well as the program on 



Carnival air of street studio stops passersby 




Croslcy stirs summer air 
ivith ^'Operation Sunburst" 

"Audiences and sales are like plants 
ihey wilt when not watered with 
good programs, strong advertising, po- 
tent promotion, meaty merchandising." 
This is the philosophy under which the 
Crosley Broadcasting WLW radio and 
tv stations are running their $10(J;000 
summer promotion, "Operation Sun- 
burst," for the fourth year. 

"Sunburst" revolves around three 
major efforts (in addition to a public- 
ity barrage through a variety of out- 
lets) : 

L A "Famous Face" contest, which 
started 1 July. One section per day of 
a jigsawed face of a famous person is 
flashed on the tv screens. Each da\', a 
new section of the face is added, as is 
an additional prize. The first 10 view- 
ers to identify the face receive prizes, 
then compete against each other to 
identify a second "Famous Face." 
Winner gets a huge jackpot. 

2. A premium package to move 
products. This is a set of six 15-ounce 
glass tumblers, decorated with pictures 
and signatures of the leading WT^W 
radio and tv stars. It is available to 
persons who mail in .$1 and proof-of- 
purchase of any product advertised on 
one of the Crosley outlets. This wide- 
spread merchandising program has 
over 20,000 outlets: some 220.000 



pieces of p(jinl-(if-sale display mate- 
rial lunc been distributed by \\ LW's 
nierehaudising field forces, marking 
"Sniibnrsl" items which (an be used 
to proc-ure the glassware. 

3. l)uildiiig interest in programs b\ 
putting shows on lour, strengthening 
talent tics with audicnice. Shows toured 
(in studios at Dayton and Columbus 
as well as Cinciiniali) include: Ruth 
L} (His' .50-.50 Club, Midivestern Hay- 
rule, Waller I'hillips Show. * * * 

MuzaU oiiers hroadcitsters 
iirst crach at riyhts 

In a new, large-scale expansion, the 
Muzak Corp. is offering established 
broadcasters first chance to obtain ex- 
clusive franchises to the firm's back- 
ground-music library. This applies in 
virtually every L .S. market of 50.000 
or more. 

Sparking this mo\e is a new mag- 
netic tape playback instrument, which 
practicall} runs itself. It automatically 
:?tarts. stops, j)re-sclects spec ialized mu- 
sic as desired, reverses itself and 
changes tracks, rewinds, shuts itself 
off. even switches on a companion tape 
machine to start the process all over. 

Heretofore, due to economic factors, 
including the high cost of maintenance 
of manual disk turntable operation, 
Muzak has restricted franchise opera- 
tions almost entirely to markets ot 
200,000 or more. But the new high 
fidelity mechanism has so reduced ba- 
sic costs that franchises can now be 
supported in markets of 50,000 or 
more. 

Muzak's background-music library 
currently embraces over 7.000 selec- 
tions. Restaurants, banks, hotels, fac- 
tories, offices, supermarkets and other 
organizations in major markets have 
been using Muzak's system for 20 
years. * * * 

Bricily . . . 

WSAZ-TV, Huntington, W. Va., is- 
sues a small folder to aid lady and gen- 
tleman program guests in their tv ap- 
pearances. It suggests proper apparel 
and makeup, points out meanings of 
cues and hand signals, gives general 
instructions on before-caiiiera behav- 
ior. Ladies, for instance, should wear 
plain pastels or greys, no w hite dresses, 
no large brim hats, shiny jewelry or 
eye shadow. Gentlemen should pref- 
{ PI ease turn to page 105) 



26 JULY 1954 



55 



IMil It 



,«Hliir 
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\ \ job -use the 



^^1""^ III tell 



BI6\v 



statio 



WTRFLTV 



in the Wheeling 




IN POWER 



operating with 316,000 wot!$, 
Chonnel 7, the most powerful 
TV jtotlon in W. Vo., South, 
western Penn.ond Eostern Ohio. 




IN PROMOTION 



WTRF-TV progrom schedules 
ore published regulorly in more 
thon 55 newspopers. Including 
3 doily ond 2 Sundoy Pittsburgh 
popers. Consistent promotion 
for oil clients hos won for 
WTRF-TV top prizes for out- 
slonding efforts. 



IN 

'PUBLIC PREFERENCE 



lo'eit Telepulse survey in 6 
counliei odjoceni to Wheeling 
gives WTRF-TV 1st 25 most 
populor one-o-wee'< shows ond 
Is* 15 most populor muHi'week- 
ly ihows — plus oudience pref- 
erence in every time COtegory. 

WTRF-TV 

NBC Prtmory • ABC Supplementory 

rpprcipnied by Holllngbefy 
RobI Ferguson • VP 4, Gen, Mgr. 
Phone Wheeling \177 
Rodio Af?,i;ole» WTRF 1 WIRF-fM 



T I ..nil. 



Co/or ri|».v: j,, ork earlier tlii- 

moiitli. Dr. Alfred \. Goldsmith, coii- 
sultaiit to RCA and hoard chairiiiaii of 
the Xatioiial Television Film Council. 
rela)ed to an aiidiciire of ajieiicj men 
and fdm producer* se\cral ke\ tips 
\TFC has learned throu<rh experiments 
w ith color fdni commercials on close<l- 
circuit c-olorcasts: 

1. Sliool ^' bald need"' color. Sa\s 
Dr. Goldsmith: "Make the fdm rijiht 
to hegin with. Don t worry ahout try- 
ing to uidiaUince deliheratel) in order 
to correct for an) shortcomings in the 
t\' color ef|uij)meut. If the colors look 
right on fihn. the\'ll look right oil the 
air." 

2. Screen under Iv conditions. Don t 
ha\e )our conunercial run-throughs 
and critical sessions in a projection 
room with a big screen. Project it on 
a I'J-inch screen, or from hchin<l 
ground glass ahout the same size. 
Vou ll get a hetter idea of how \our 
col^s will look, and will he able to tell 
if \ ou'rc crowding in too nujch. 

•H. Shoot in closeiip. Long shots 
should he as lirief as possible in color 
coiiunercial~. iNTFC feels. Heason: In 
long shots, colors tend more to merge: 
details and contrasts aie lost. A red- 
and-wliite checked tablecloth, for in- 
jtanrc. looks properh ( heckcrhoard in 
iloseup. but blends to oxer-all pink in 
long shots. Flesh tones are far better 
in ch)sen|). Makeup is ahout the same 
as for aiu standard color fdm shooting. 

I .se optical sound. Coloi film 
projec tors aren t \et de\(*lo|)ed to han- 
dle the magnetic sound tracks now he- 
coming po|uilar in much film work, al- 
though the\ jircduibK will be in the fu- 
ture. Plan all sound for standard o|)ti- 
< al -ionnd tracks. 

rt. Get e\perl opinion: Network fdm 
men and cngineer-i base now reached 
the degree of faniiiiaritv with color 
fdm |)roblcms. Dr. Coldsnutli feels, 
whcic tb(n can \ \e\\ a regular projc<'t- 
ed «-olur -< reeiiing and then tell \ou 
how it will look <m coloi ts . It isn t 



iiecessar\ to wait for closed-circuit fa- 
cilities, which are in great demand for 
other test work. 

^ W W 

Who hit us 'i',n?: >\ r,.( ent AHG Film 
S\ndication sales anal\sis of three of 
its s\ndicated tv properties sheds some 
light on whether tlie heaviest hu\ers of 
fdm shows are stations, agencies of 
clients. 

'Ihe sales breakdown was computed 
for three of ABC Film's properties, 
Racket Squad, The /'layhouse ati/l 
John Kieran's Kaleidoscope. 

Out of a total of ,'J3 sales of Rachet 
Squad at the time the anal\sis was 
done 40, or XW'^, of the sales were 
made to stations: .Vd, or 46*7^ were to 
agencies. an<l fixe, or U% were to ad- 
vertisers. 

An anal) sis of The Playhouse indi- 
cates that 20 out of a total of 30 sales, 
or 67 /f. were made to agencies: 10 
sales, or. 33<^; . were to stations and, 
none were made direct to advertisers. 

For Kaleidoscope, the sales -break,^ 
down showed the majorit\ of sale? 
were made to the stations. Of a total 
of 11 sale- 9. or 82^^, were to sta- 
tions. 'I here was one sale to 
an adv ertiser and one ly^r I (o an 
agenc) . 



••l-oiic Wolf" prtnntttiou: United 
Television Programs has just launched 
a "showmandising" campaign for its 
Lone W'olj half-hour tv fdm series 
which ]>ernu'ts sponsors of the show to 
tie in items ranging from beer glasses 
to culT links. 

L TP has made av ailable a wide 
range of dis|>lay material as well as 
fdni trailers and slides, bumper stream, 
crs and Lone Jl olf stationery. Items 
whi(h tie in with the show inclnde 
beer and cocktail glasso. tie cla>'|>s. 
( ufT links, earrings and lighters. 

\< cording to W'v mi Nathan, vice 
|)re-ident in charge of sales for FTP. 
Iironiotion and merchandising cani- 
|)aign> >imilar to the one outlined 
;d.ovc will be an integral part of all 
new -V ndi<-at('(l fdm jirodiicts in the 
future, lie eni|)liasizcd that sound mer- 
chandi>ing ran liclj) bring the local ot 
regional sponsor into direct. efTeclivf 
com|)etitioii with a national sponsor. 

* * * 
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Professional 




for every 
studio set-up 

RCA offers the most complete line of profes- 
sional 45 RPM equipment in broadcasting, 
including: turntables, conversion kits, indi- 
vidual components — everything required to 
meet the specific plans of your station. 

• For fine-groove 45's and SSVS's (exclusively)— up to 
12". Specify RCA's "studio-proved" BQ-lA turn- 
table. Only 28" high, 20" wide, and 16J^" deep, this 
unit is designed specifically for 45's and SS'y's — 
up to 12" diameter. Complete with lightweight 
tone arm, filter, 1.0 mil pick-up, and a cabinet. 
Order MI-11808 /11806 /11874-4. (Without cabi- 
net, order MI-11806 /11874-4.) Immediately avail- 
able from stock. 

• For 33V3, 45, 78-transcriptions. Specify RCA's de- 
luxe BQ-70F Turntable — newest edition of RCA's 
famous 70-series transcription equipment. This 
high-quality unit includes a lightweight tone 
arm, a filter, a 1.0 mil pick-up (for fine-grooves), 
and a 2.5 mil pick-up (for standards). Order 
MI-11818/11885/4975/11874-4/11874-5. (Without 
pick-up and filter, order MI-11818.) Available in 
30 days. 

• For "45's"-on your present RCA 70C, 70D, or 70E 
Turntable. To play "45's" on 70C, 70D, or 70E turn- 
tables, you simply install the RCA 45 RPM 
Conversion Kit that fits your set-up. Check here 
for the kit you need. Available in 30 days. 

( 1) CompleleAS RPM Madiftcatian Kilfincludingrecardadaptarplale,tane 
arm, 1 mil p!ek-up, andHUer. A1/-II883 11886 11885/4975,11874-4. 

(2) far 70C, 70D, and 70E lurnlablet already equipped with MI-4975 
filter— specify kit A1/-11883 11886,11885/11874-4. 

(3) Far 70C, 700, and 70E lurnlablet already equipped with MI-497S 
filler and A1/-II874-4 pick-up— specify kil A1/-II883 , 11886. 

RCA professional 45 RPM equipment can be 
ordered direct through your RCA Broadcast 
Sales Representative. In Canada, write RCA 
Victor, Ltd., Montreal. 








EVERY 27 SECONDS SOME 




BODY WRITES TO WBC 



n the first five months of 1954 . . . 

0,094 people wrote to WBZ-WBZA, including 15,000 
who requested a snowfall map offered in just six an- 
nouncements. 

8,830 wrote to WBZ-TV. And last year a sponsor got 
71,759 responses to one of its amateur shows. 

2,229 wrote to KYW . . . 2,024 of them for health booklets 
in just two weeks. 

3,122 wrote to WPTZ. And during this time, in addition, 
' one sponsor heard from 35,467 listeners to his show. 

.5,723 wrote to WOWO. One week brought $2,320 in $5 
orders for a garden product. 



45, /49 wrote to KDKA. In six weeks, 8,816 of them from 
Vol counties, 19 states and Canada sent quarters and 
boxtops for gladiolus bulb premium offer. 

39,610 wrote to KEX. A two-week Valentine Day contest 
drew 5,511 entrants. 

You see. People don't just tune to the \VBC stations. 
They do something about what they hoar. That's 
Audience Action! If you want to hear more, call your 
nearest WBC station or Eldon Campbell, WBC National 
Sales Manager, at Plaza 1-2700, New York. Ask about 
substantial multiple station discounts on the Audience 
Action stations, too. 



I 

VESTINGHOUSE BROADCASTING COMPANY, INC. 




WBZ-WBZA • WBZ-TV, Boston; KYW • 
WPTZ CTV), Philadelphia; KDKA, Pittsburgh; 
WOWO, Fort Wayne; KEX, Portland, Oregon 
Represented by: Free & Peters, Inc. 
444 Madison Avenue, New York 22, N.Y. 





ill the afternoon! 




ill the eveiiiiij^! 

Wiiistoii-Salciii 

.\ oil Til r.VIIOM.N.V 

... the hub of a rich, fast- 
growing 15 county market in 
ihe industrial heart of the . . . 




State ill the South 

Whatever your product or serv- 
ice — you will sell more of it 
faster to more people when you 
use the 




Scprcscnfcd by 

HEADLEY-REED CO. 




iConttnued from page Kli 



iSe.xt- pill lhi> (IcmVc up front in your coin- (uliich i- 
[)rohcibly a iniiuile's lenglli or nioie). Then in the hodv test 
superimpose llie plini-e at loa-t once. Then at your -ign-ofT, 
reiterate. 

You are now a — ured of "'j)layhack" for your major poinl. 
Start practicing lakiug Itow^. You're in. Your cop\ -ings— 
it is '"j)roveir" e(Tccti\e. 

Aou there are a feu more trick- to ina-ter. ihne \ou sec- 
ondary copy idea- tf) regi>ter, too. like "it i- al-o heautiful"' 
or "movie stars use it" or "there"? a new low price." Clioo-e 
from these research-'-ure technicpie.-. 

If yours i> a food product, .-omeone ha- to he >ecu (in tv) 
eating il and grinning! This -ay.- '"Yuni-Yum" which would 
not he aj)j)arent to our pulilic no matter what the word- are 
like. lVoj)le don't .-eem to undcr.-tand that food i- edible 
until the act unfold- before their eye-. But don't foiget that 
.smile! 

Is your pitch to be done b\ Mr?. A\erage Hou-ewife? 
Then avoid having her wear a mink ?tole in the kitchen. He- 
search tells ii> thi- i? aty])ical. Al-o — ?lie should not have a 
Briti>b accent. You -ee nio-t American- don t. Her choice of 
words shoidd be reminiscent of the X. Y. Daily .^ein — not 
The Harvard Law Revieii:. 

More i)recei)t.-: Don't have many change- of -cene or -et— 
maybe jusi two ■ because yon leave the viewer dizzy and 
dizzine?- i? iiol a conducive condition to ^ale?. 

Voice-over isn't good — except when li-ed correctly, ( A 
learned man once told me this!) 

W ell — these are a few woi Id-beating principle-. Tbei e 
are more but let'- not try to digest too many in the fii-t le- 
son. Start u?ing them today — and youTl find they may not 
onK' rate high on the Research Chart but b"go-b you may 
e\en turn out real good commercial-! * ■* * 



Leiievs to Bob Foreiiifiii are welcomed 

Do you aluaxs agree with the opinions Bob Foreman ex- 
presses in ''AgencY Ad Ubs''? Bob and the editors of SPON- 
-OR uould be happy to receive and print comments from 
readers. Address Bob Foreman, c/o SPONSOR. 40 F. 4-9 St. 
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What can you do 
with $73.58? 



o 



o 



For S73, you have lots of choices. Yoii nii<iht huy a case 
of good Bottled-in-Bond Bourbon. Or a fienuine, 
woven-under-water Panama hat. Or maybe tr«>at 
150 neifihborhood kids to a spree at their 
favoiiite soda fountain! 




m WOAY, $73.58 will buy 13 one-minute spots! 



WOAY, Oak Hill, is West Virginia's second most 
powerful station! 

Its 1 0,000-wat+ signal covers 21 counties — 

delivers a total Nielsen audience of 102,200 radio 
homes — 

delivers an average daily Nielsen audience of 51,320 
radio homes! 

mte direct for availabilities. 



WOAY 

OAK HILL, WEST VIRGINIA 



WEST VIRGINIA STATION COVERAGE DETAIL 



Radio 
Homes 
in Area 


NCS Area 


No. of 
Coun- 
ties 


DAYTIME 


4-Weet( Cum. 


Weekly 


Average Day 


NCS Circ. 


%* 


NCS Circ. 


%* 


NCS Circ. 


%* 


20,370 


FAYETTE 


1 


18,490 


90 


18,220 


89 


10,150 


49 


18,190 


GREENBRIER 


3 


15,490 


85 


15,130 


83 


6,720 


36 


66,940 


KANAWHA 


I 


10,310 


15 


7,180 


10 


4,410 


06 


14,570 


LEWIS 


A 


3,110 


21 


2.280 


15 


1,680 


11 


18,260 


LOGAN 


I 


2,780 


15 


1,960 


10 


1,020 


05 


19,440 


MERCER 


I 


8,000 


41 


6,480 


33 


3,990 


20 


14,290 


NICHOLAS 


3 


11,450 


80 


11,080 


77 


6,620 


46 


23,930 


RALEIGH 


1 


20,220 


84 


19,610 


Bl 


8,540 


35 


12,290 


ROANE 


4 


2,720 


22 


1,990 


16 


1,460 


11 


16,750 


WYOMING 


2 


9,630 


57 


8,610 


51 


6,730 


40 


225,030 


10 TOTAL 


21 


102,200 




92,540 




51,320 





% of Radio Homes in Area 



Robert ^« Thomas, Jr., Manager 
10,000 Watts AM-20,000 Watts FM 



KITCHENS 



TABLES 



si'i )\--( tlv Jtrt I I i| II 111 nl I 



'I Dir.- 1 



•|•()\>^()Hl Mla(ls-I..nv Corp. 



At,E.\CY: Direct 



( II ( \>^K Ill'^IOrn / llanjord firm sperializ- 

iii^ ill iii'ii nittl K-iiioih'lcil hitihfiis It as a hit sh<-pli((il 
alitiii/ radio <i\ a stmrt e oj li-ads. The iiroiturt cost oflcn 
ran iiilit four /i^iirtw iiiid i)n\\('iiltilioii iid.s tcdiitindh 
difju nil. On llw tulrirr oj the lortd .\ltiliuii a Ir.si i cliirle 
UdA iflt'di'd: a program oj ^'oo*/. cldssittil iiiiisir heard 
on Siindtn njternooiis. Tliis had adult ajijieal and would 
he heard /»> men uell as itoinen. The euniniereials 
were desia.ned to lie iiiiobtrusii e and included the ap- 
jiearaiKf of ihr firin\ president as Litchen consultant. 
Result: >7/f>i/ jirotluted many choice leads anil sales. 

\Ml|{( . Il.irtfur.l ri<(>.(.H\M: \lu-ic uf I)i-iinciioii 




RECORDS 



\VMI\. ^1. I'auI-.\Iinniap<.li 



I'KOGIJAM: Judy's Jukebox 



AUTOMOBILES 



1 




■-l'()\--OK: \nil.-rM,n"s KeionI and Gilt Shop AGENCY: Direct 

CAPSILE CASE HISTORY: If hen Bob Anderson, own- 
er of a f^ift shop at the Hub Shopping Center in Minneap- 
olis, took his first fling at radio lie was faced uitli this 
"heliei e-it-nr-iiot" proof of radio's sales ability. Anderson 
had decided to try out radio via participations in Judy's 
Jukehiix. heard Monday through Friday betueen 4:00 
and 5:00 over WMIN. One day (soon after his entrance 
into radio) a man came into his store and said, "J uas 
sitting in my car over there and heard your commercial. 
I didn't know you had records for sale.'' The man then 
proceeded to huy five albums. 



( M'SLEE CA>E HISTORY: To announce the close-out 
sale of its subsidiary, the Elite Furniture Co., this James- 
town firm decided on a special campaign of announce- 
ments and participations over a six-weel: period. Ad Man- 
ager James E. I'eters selected radio "primarily to get 
penetration in an area encompassed in a 50-mile radios 
from all sides of Jamestouii." The results justified the 
expenditure 62 /o 1 : The tables sold brought in more 
than S02 oj sales revenue jor every $1 spent on radio 
advertising. I'eters adds: "Practically all the purchases 
outside nj Jamestou n were attracted by radio." 



W J TN, Jaim-Knvn. N. ^ . 



I'ROGRAM : Announcements 



BANK 



s|'(J.NsOR: Tlie Norili. rn TniM C... AGENCY: Waldie & Briggs 

CAPSULE CASE DISTORY: The Northern Trust Com- 
pany oj Chicago had been using radio jor 23 consecutive 
years as a goodicill builder. In that lime the company 
had increased tenfold. In January oj this year, the jor- 
mat oj their program uas changed. The show and com- 
mercials were revamped to cause people to listen more 
attentively stereophonic sound uas introduced with dra^ 
malic readings given by top actors and actresses. Wil- 
liam H. Rentscliler, Northern s ad manager, says: "The 
results have amazed us. Ife like the juture oj radio." 

PROGRAM: The Northernerg 



WMAQ, Chicago 



REAL ESTATE 



SPONSOR: Call Moore 



AGENCY: Advance Adverti&ini 



CAPSULE CASE HISTORY: Carl Moore, a builder, had 
55 new S9.000 homes to sell in Clovis, Cal. Clovis is lo- 
cated 15 miles outside oj Fresno. In order to reach as 
many potential buyers as possible in a limited time, 
Moore decided to schedule 50 one-minute spots over 
KlilF within a six-day period, lie also bought eight one- 
mmute announcements over KBID-TV which he scat- 
tered throughout Thursday, Friday and Saturday. By 
the end oj the week only one house remained; 54 tvere 
sold. The total gross jor Moore uas S486.000. His ad- 
vertising expenditure was only S336. 

KHIK. Fre-no PROGR.\M: Announcement 

BAKERY 



SPONSOR: Homer ( . ThompM.n \(;KNr^ : Direct 

C\P-^l LE CASE HIsTORV Iflien Homer Thompson 
picked up L3 new 1953 Fonis recently, he bought two 
announcements daily on Mutual's Major League Game 
of tlic over KDIi. (This is a network co-op show 

which is sold locally.) G:\me of the Day was the only 
advertising he bought. Furthermore, Thompson teas not 
ojjeriiig discounts as large as those given in nearby Los 
Angeles jor the identical model. ) et in two weeks' time 
all 13 cars were scihl. Cost: SI 00. 



SPONSOR: (;.M)Hro Rakin AGENCY: DirVrt 

CAPSULE CAbE HISTORY: fFheu the Goodco Bakery \ 
decided to test radio's ability to sell baked goods, they 
bought two 50-word announcements a day scheduled be- 
tween 1 :25 and 1 :30 in the ajternoon. The test uhis called 
"Operation Sugar Cookie' as cookies selling jor 30c a ( 
dozen were advertised over IVKNE at \0c a dozen jor the 
test. The result u as an unqualified success jor radio: By 
Wednesday oj the test week the normal sale oj 13 dozen \ 
cookies a week had jumped to 54 dozen. \ 



KDIi, Sunia liarlijira 



I'R()(.I{ \\I: Game of the Day 



WKNE. Keene. N. H. 



PROGRAM: Announcement* 



JUMPS THE CLOCK 




NEWSCAST 

\HtU 

lands 
I steady 



Station WEPM is a 250-watter at Martins- 
burg, nestled in the high hills of West Vir- 
ginia's eastern panhandle. It is within listening 
distance Of nearby metropolitan centers. 

Even so, General Manager C. Leslie Gol- 
liday had been able to build an attractive 
and faithful local audience for his AP news- 
casts. Only one— the 15-minute spot at 8 
p.m.— failed to attract regular sponsorship. 
Prospects were quick to point out that the 
majority of Martinsburg listeners tuned in 



to a more powerful out-county station at 
that time. 

Golliday did some high-wattage thinking 
and arrived at this solution: He moved the 
program ahead 15 minutes, got the jump 
on the "foreign" competition, captured the 
local audience, sold the program. 

That was four years ago. The program is 
still sold. Sponsor is happy because Martins- 
burg folks listen to the early evening news 
BEFORE the "city station" gives it to them. 



1/ your stalion is not yet using Associated 
Press service, your AP Field Represen- 
tative can give you complete information. 
Or tvrite— 




Says Manager Golliday: 
"By jumping the clock 15 
minutes, we were able to 
obtain — and hold — a 
steady sponsor. Listeners 
realize there's no more de- 
pendable news than AP 
news. Thanks to AP, we 
have news events in hand 
as quickly as even the big- 
gest station in the country." 




Those who know famous brands . . . 

know the most famous brand in news is^ 
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Millions qS people, cover 





continue to buy ii&Vn 



ref inemenls throughoi^ yhe Summer nWii^tn 



For Summertime felling, start nMjtSt^e 




STORER BROADCASTHMG 



WSPD»WSPD-TV WJBK« WJBK-TV WAGA • WAGA-TT 

Toledo, Ohfo Detroit, Mich« AtlanlKi, Gq« 

KGBS^KGBS.TV WBRC • WBRC-TV WWVA Vtfitf 

San Antonio, Tiexas Biiriningham, Ala, Wheeling, W, Va. M^mi, 

NATIONAL SALES HEADQUARTERS: 
TOM HARKER, V. P., National Sales Director BOB WOOD, Midwest National 5ed 

1 18 E. 57th St., New York 22, ELdorado 5-7690 *^ 230 N. Michigan Ave., Chicago^, Fra 





ID 




0 0 0 



«i oil qttv.stiin'is iijt curvviit intcreai 

to air advertisers ami their mjeavies 



llow can a lofttl or vvffiittntl sponsor iisi* 
sifiidivtUed film proffvams to best udvtmiaife 





THE PICKED PANEL ANSWERS 

MERCHANDISING VITAL 

/{> »/. M. Sillermnn 

K.xi'culirt' I Icp I'ronideiit, Tolerisiini 
f'rof-roiiis <»/ Attivrlca 

The fir<t thing is 
to realize that 
w ith the purchase 
of the right show, 
the -elliiig job 
ha? ']uA hegim. 

The adxertiser 
shoiihl inerchaii- 
tlise hi> show to 
the hilt. He 
-hoiiUl u-e all the |)romotional ami 
iiierchan(li>iiig aids the sMidicator |)ro- 
\ ides. For our \ ariou« programs we 
include material that range? from let- 
ters b\ th<' star, through |joiut-of-sale 
material, to poster- that sponsors can 
l)u\ at lower cost than the\ can make 
them them>el\es. 

W e do this to impress upon our cli- 
euts that tlie\ are hiuiiig not onlv top 
entertainment, hut >ales builders. Ob- 
\ioii>-l\. the .-how is tlie magnet which 
attrai ts the audience. Bv getting be- 
hind the shiiw. the sponsor add- impact 
to extract e\er\ dollar of sales value. 

Ill- agencN can be of tremendon- 
help in au\ nuirdier of wa\s. not the 
lea-t of uliii-h i- integrating the coin- 
mcr<-ial into the < ontcnt of each e|)i- 
-iid<\ it i- iiur pidic\ to ha\e prints 
in the hatid- of thi' agencN or -pon-or 
at lea-t twn week- prior to pla\ date 
to allow ample time fur the mo>l ef- 
fe< ti\r prtifc— ing of the conunercial. 

I hi- |i>ral -latioii is another -niin-e 
of real lielp. both in it- audience pro- 
motion and men hatiili-ing elTort-. 

1 he loi al ad\erti-er who bu\- the 
right -how from the right Murrcc aiito- 
nralicalU accitiires a i-om|)eterrt. profes- 
-ional learn who-e own -uece-- de- 




pends upon the ad\ertiser*s -iicce>s. 
lie can get the most out of his fdm 
In using to the fullest the facilities and 
talents and services of the individual 
members of that team. 

CAREFUL PLANNING NEEDED 

By Fri'il J. Mnhlslrtll 

nirrrlnr nf O/n'riiliims, CKS Tf 
h'il III Sairs 

Any advertiser, 
local or national, 
can use syndicat- 
ed film programs 
effectively a n d 
.-uccessfull) b y 
sim|)l\ using the 
« a ni e common 
sense, planning 
and attention that 
he would use in an\ other busine?- 
transaction. 

Man\ local adverti.sers all across the 
countr). in all types of markets, for all 
types of products, have used and are 
using fdm shows on television with 
outstanding sale* success. Others have 
bad little or no success from the 
^■tandpoint of sales efTectiveness. 

The failures usually result from un- 
platmed haphazard buying of programs 
and time periods, failure to promt)tc 
or merchandise the program and poor- 
l\ eoncei\ed or produced counnercials. 
I he sn( ces- <>f a film |)rogram depends 
uo| onl\ on the care with which the 
fdm i- -elected but al-o on the wa\ in 
which it is fitted into the o\er-all ad- 
\erti-ing campaign. 

I'ir-t of all. the ad\erti-er must ha\e 
( learh in niiml just what his market 
is in terms of people. Who bii\- the 
|>rodiu t'' OiKe \ou know exactU the 
audience \ ou want. ( on-ult with the 
local -tatiorr people a- to the avail- 
abilit\ of a time period in the hours 
when \our |iro-|)e(t> ar<' at home and 



not preo<( upied with other tasks which 
would pre\ent their watching televi.- 
-ion. 

In multiple-station markets give 
some thought to what the program 
competition will be on the other station 
rir stations in )(jur time period. Also 
make certain that your program does 
not follow a ver\ low rated program. 

After \ (m have settled on a satis- 
faetorx time period on a station covers 
ing the area you want to reach, take 
plenty of time to look at the film pro- 
grams available of the type you re- 
quire. Do not let price be the out' 
standing factor in your selection. The 
old adage that you only get as much as 
\ou pay for applies to syndicated film 
as well as to anything else. The cheap- 
est film series may turn out to be the 
most expensiNe in the long run. More- 
oxer, tlo not be afraid of second-run 
programs. If a program is basically 
good it will still draw large audiences 
the second time around. 

W hen \ ou have decided on the par- 
ticular serie- \ ou w ant, do not just be 
satisfied to look at one or two audi- 
tion prints. Take the lime to at least 
look at evcr\ third picture in the se- 
ries. Request a complete list of titles 
from the distributor and pick the ones 
that you want to screen from this list, 
insist that you and rrot the distributor 
determine which titles you want to 
screen. The top film distributors han- 
dling quality -hows will have no objec- 
tion to tlii> procedure since they are as 
anxious as \ ou to see that the program 
pay.- off for you. 

With the jjrograrn and time -elc<"ted 
the next step is the preparation of com- 
mercials. Here one place where you 
cannot -lint. In the long run. your 
sale- succe-s with the program^ stands 
or falls (tn the quality or effectiveness 
of the lomrnereials. Xo matter bow 
huiie an audience \our show" sets it" 
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will ntner sell anything if jujor coiii- 
niercials with no sales impart are used. 

The last hut very ini])ortant stej) still 
remaining is the promotion and mer- 
chandising of your show. Here you 
will prohahly be able to get some help 
aiul cooperation from the station, at 
least on the jjromotion end. The right 
kind of program jjroniotion will help | 
build larger audiences for your show 
and will also help get the series off to 
a faster start. 

Every possible merchandising aid 
should be used at the point of sale. The 
top film distributors have merchandis- 
ing specialists on their staffs who will 
be glad to cooperate with any adver- 
tiser who wants merchandising. 

In addition, completely packaged 
inerchaiidising material is available 
with most belter quality programs. 

An example of an advertiser who < 
followed all the suggestions outlined 
above, who carefully selected his pro- 
gram {The Range Rider) and time 
period, who prepared outstanding com- 
mercials that tied in the star of the 
show, and who followed up Kith an 
extensive merchandising campaign is 
the Table Talk Pie Co. through The 
Reingold Advertising Agency in Bos- 
ton. The results as reported to CBS 
TV Film Sales by the agency : "Sales 
increase of 60' ? in the first six months 
. . . \iewers delivered at the low cost 
of $1.2Q per 1.000." Today, with the 
series having run nearly three years 
the agency reports: "The client has 
continued to enjoy substantial sales 
gains ever since sponsoring the show 
and they are now building a new bak- 
ery to enlarge their capacity." 




PRESTIGE, PROFITS CITED 

Fiy Edmird D. Madden 

Vice President & General Manager, 
Motion Pictures for Television 

The question is 
not "How can lo- 
cal or regional 
advertisers syndi- 
cate programs to 
best advantage?" 
but "Why do lo- 
cal or regional 
advertisers use 
^ syndicated film 

programs?' 

Prestige-wise, the syndicated film 
buyer is assured a place among the 
( Please turn to page 103) 




We ain't got no fifth amendment listeners in Central 
Ohio. They listen to WBNS and they'll tell any pollster 
who ealls np and asks 'em. When PULSE interrogates this 
area's listeners they get answers which add up: WBNS has 
more listeners than all other loeal stations combined; 
WBNS has the TOP 20 PULSE-rated programs heard in 
Central Ohio. 




CBS for CENTRAL OHIO 



ASK 

JOHN BLAIR 



radio 

COLUMBUS, OHIO 
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TO SELL 
JACKSONVILLE 

(and the rich Northeast 
Florida market . . .) 



BUY 




WJHP-TV 

Channel 36 

§ § § 

53,374 UHF SETS-IN-USE 



§ § § 



ABC • NBC • DuMONT 
Television Networks 



§ § § 



For rates, availabilities, and oth- 
er information, call )acksonvIlle 
98-9751 or New York MU 7-5047. 

WJHP-TV 

lACKSONVILLE, FLORIDA 

276,000 watts 

on Channel 36 



Hrprt'sfnlftt nationally by 
John II. I'i'rry .-Issoriates 






agency profile 



President 

Robert Orr & Associates, New York 



\\ hen KolxMl Orr. jjre^icleiit of Robert Orr & \j-s<)ciale?. gradu- 
ated from a IMiilarlelpliia lii^Ii school main \ears ago. a little <d<l 
hiri\ who lived near him asked him. 

"How w ould \ on like lo f:o iulo ad\ erlisinj:?"" 

Tlie old latl\ s pull? Her niece wa> >ecretar\ lo tlie president of 
a Philadelphia ajienc) . 

ll was a choice between killing tlie summer at the beach before 
college openetl or earning S4 a week with an ad agenc\. Boh Orr 
decided right then on the career that has made him. toda\. head of 
an ageni) billing $H niillion a )ear. 

Hea\ iesl of his agenc\V air media accounts i> Jergen*-\\'oo(Ibur\ . 
wiiich s|)ends some 40'^ of its annual Iturlget in tv. This cosmetii-s 
firm is curreiitK sponsoring Bride and Groom, MiC 1 \ , 4:l.S-4.30 
]).iii.. three da\s a week o\ er more than 60 staticjiis. 

"Jergens-\\'oodbur\ has had proof of the growth and pull of day- 
time t\ in it> -ales results during the past two \cars." Orr said. 

A } ear- round air media sponsor, the firm has bought three-times 
weekh s|)onsoisliip of Firsl Love, an NBC T\ <hi\ timer starting fall. 

Other Orr accounts include such firms a> Clairol Hair Preparations 
(soon to go on tv). Fuller Brush Va).. Parfuni- ^chiaparelli. Burling- 
t(jii Mills. Air Express l)i\ . of Hailwa\ Expre-> Agenc\ and a dozen 
other di\ersified accounts. 

■'This ageiic\ doe^n't spe< iaiize in onh one t\ po of product or 
service atl\ ertisiiig. " Oir *aid. Close to T.'i'^f of lii> total S8 million 
billings. liow<>\er. comes from cosmetics lines or other strong woir.en- 
nppeal product-. 

This \ear the ageiic\ is spending aliout .S2 million, or 2.S'j of the 
total billings, in t\ expet ts to see a larger proportion go ifito air 
media b\ 19.55. 

■■\\ e"\c seen our Bride and Groom show in ( olor ovt>r NBC T\ "s 
fa< ililies." Orr added, "and we found that the package reproduction 
in our conmiercial- wa- cxtremeK eire< tivCi There will be few { os- 
metics firms who will be able to afTord lo stn\ out of t\ once coloT 
t\ be< (line- a national mediuui. 

\\ hen not bus\ planning -tiatcg\ for his ac<'ounts or supervising a 
>lair of ;'>5. Orr like- lo break aw a) for a weekend with his wife and 
1 2-\ ear-old (laughter at hi> Soulhampton home. ■* * A 
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SPONSOR 




EVERYONE AT WDAY-TV 
LOVES THE TAX ASSESSOR! 



it 




WDAY-TV IS THE 
ONLY TV STATION 
WITHIN 50 MILES 
OF FARGO! 



Ordinarily you catch us billing and 
cooing with the Tax Assessor about as 
often as you see us playing aroiuid with 
a bunch of wildcats. . , . 

This year it's different. In May we 
asked the City Assessor if he could 
check Fargo's Personal Property Tax 
rolls and tell us the number of tele- 
vision sets in Fargo. JNobody lies to 
increase his taxes! And 65.5% of all 
Fargo jamilies told the Assessor they 



oivn teleinsion sets! And remember, 
that was back in May, 1954 — less than 
a year after tee ivent on the air.' 
We do a pretty fancy job in the re.*! of 
our coverage area. too. Twenty miles 
from Fargo the TV ^.aturation i? 52'^' 
fifty miles away it's 28% — and sei entv 
miles away it's almost 20%! 

Ask Free & Peters- for all the facts on 
WDAY-TV— tlie only TV station in the 
rich Red River Valley. 



,1^ 




WDAY-TV 

FARGO, N. D. • CHANNEL 6 

Affiliated with NBC • CBS • ABC • DUMONT 

FREE & PETERS, INC., Exclusive National Representatives 
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with 



you don't buy the elephant 




YOU BUY THE TUSKS! 



WAVE and WAVE alone gives you exactly what you need 
in Kentucky — al the right cost. 

NOT TOO MUCH — NOT TOO LITTLE. 

wave's 50% BMB daytime area coincides almost exactly with the 
Louisville Trading Area, which accounts for 42.3% of 
Kentucky's total Effective Buying Income. 

BIG-TLME PROGRAMMING — HIGH LISTENERSHIP. 
WAVE is the only NBC station in or near the Louisville Area. 
Plus that, WAVE invests in top local programming — employs 
62 people on radio only, 44 of them for on-the-air activities 
rather than management, sales, etc. 

Don't buy the elephant. Buy the tusks — but be sure you get 
ALL the tusks! NBC Spot Sales has the figures. 

WAVE 5000 WATTS 

LOUISVILLE NBC AFFILIATE 

NBC Spot Sales, Exclusive National Representatives 




tl|e ONLY station that gives you 

1,083,900* TV HOiviES 
for. the cost of only 399,400*! 



im Nighttime 2 6 J ii r y 1954 



SUNDAY 



MONDAY 




TV COMPARAGRAPH OF NETWORK PROGRAMS 

TUESDAY 



Men 
JWT 



«l t oh) 



02Jb 
B4B 



11011^'' b 



CiDiiin VldM 





i 


WEDNESDAY' 1 


THURSDAY | 


piDiricQlcil 


o.l 


No nitmoU No Dilwork 


Dtof rimlni orotiiiDlD'i 


i^a nolwor^ fSa n^l^ork "^'"^'^ 
protrtmlot profiiit'lni iiro«rinilQF 








IT 1 ' 




DrogrtmlDf 

tat 


„ , ? to on 


Nd ualnoik 
^^l network fO'' 





N i g h 1 1 i me 26 July 1954 

FRIDAY j SATURDAY 




C«tiUln VI4cd 




^DIF^ nnri CXplmtationt to help *ft»u tine ihlk chart 



"•""'"lOMSv Bill, n.iiiiiofi; e*.. CiMitfo; Ifr. ll"iir-»«S: Mr, Nl; lo.k- V,r. 

1 i?" I" nr. iiruluru; lAli. tddlo in>l TV*: HiDuI, .lin''U«.l: ilu. ili. ili»r«. 



^p<>iiii}^x Ogted alpttuhetUalffi with aiii',vrif lUnu on nir 

Amsr. Chlile. ti !■■ M I^T^ Him » 0 3(V |im; Nnc. 



»NCD ClfS. Til. Til 



,nt un rhiiM I 
llnM iiut ItStci 

t OnibiF bull 



2«>»*. MIC TV, r-fl HO 

•■ pnnliun iivrrLlnl I 
Tadfty*) rummenlil fi'illfllllf ilitt 
-« iri t4i(ril<Dri n rwnnail, in k tlili i>r tint Tprtiy Mii '■'"■■!, P'T' '?? 
IK ro mr., .DiOT.» ihno curiMlly or iw»ril, mini m. l.'mrim .r* 'I '-l*^ , 

"xiltii til' .„n « . |„„| ,^ ,» ,,„l.m, in III' H...il.i'i« Ml.l*i^t r^o 

t KlinIlT tiltcul for lurt. Inuii. 1. 10 tm. EST: tu, mil !■ ti-n <*'!'''' 

. IM HOKLd tiouf in bold Ihi »Uit inil Cefilnl «<m»<. iol Uii Ulln) H»Uf l" CvnW 



t' II II l& WB 



li vnc, w 1010 so uDi 

riMhi«i. rilH. Tu ID 10. in, 
MIC. TI. > ;ri V pm; Clin. 



Or««(i 1 wninminn. BiIm: CHa. T 10 10:30 pnr 
C«ni«bill Saui. llilitu: MIC. r 1 3u 10 in 
CtrnallsK. r.'tvin, \\'n„- VIIH, M l-l:SO pm 
Cirltr Prnli., ES^iL'D: CJIN. ill m >.0'30 pm: 
Chrtticr. IIIII1II I'lis S4i m tu ill 
Chun KInl. JWT- ('US. ill Tl< 10.11 30 (lo 
Cilialt, K«7. CDS. M. *V. F ll-M I? rooo; W 
V V lU [xn: M. W I' S'3 3D Km: .VUC. Sun 
H.V hid: Uilri NBC, Tu fl lA « Dm 
ComilMk Fdi,. DiimdII. CIlN. ilr M 10 IQ-30 ini 
Congtkum. .MrCiiin Elkkioti: NBC. Tu ID^O II Dm 
Onllnrnlil Qkf.. OHn NUC. V^' pn 
Convrncd llln. In Uniniii CllS. V ID IS II am 
Cuilahy Pirkin«, VIII' MIC. ^ii lOlUJD |iui 



Dirbn Fsf^fc JliCan 
l> ID pin 

Diftaii Mum. <IHnQ MlO, Th X-y^O pm 

Dodik. Rciiil'. AJUO, TU ■ IT .10 Mi n i(i. 10:30 pm 

Dar<l>ln, drat rilM » V-V n r-M 

Onli «iltv Ajrt ClW, ]■ 1 l!. 3 p.ii 

On Chini|u<, MniMiiiiK. Julm .1 Ailaiiit NIIC. 



DuMonI Lab.,, illrtri liT>;. Tli 6-8:30 lim 
EKtltIt Aul»-Llli. fiiP. Cits, Tu e. 30-10 pen 

'tiiiMndM Co.. ItilcBBlli 'nr 3:S0 *5 pm 
FaU^ Im TM*v. UarkMII'. ADC, Bun n SO-I pm 
Filtlaff Bimtlng. 1>I'S- ADC Ski I S pm 

•FirBvlino. Sirrrnry .\ Jtmrr' ABC. M S 30.9 iim 
Florida Cllrut. JWT: .\UC. Tu SiaO-B pm 
Fortf Milar, JWT: NBC. Tlr S.SO lO v<d 
Gcniral Clftr, fJHI CIIS. W 10 »'li pm 
Gtncril (Ictlrlt. Dtll>0 CBB. Sun »,9 30 pm: Th 
lu-lirau pm 110 mil tct\ 

'Q'fncrkl reod: VAH CBH. f 9:3^. JD pm: HS-^ 
CHS F S<a'30 inn; >l !l-30'10 pm: NVC Sun 

n .10-7 rni,' Ciis. M i' 11 ift pm 

Ganvral Mlllt. D. f H. Knot. IliTtM. Talhim Lalt-I 

\|1L' ■111 I m« nn, V T .lO-l rllM M 

W I- i; r.' linni, UU*. W, r S-Billpm; M, 
W, >- 1 |j-l (im. MlC. F lo.lS.ao «o 
C. ni-al MMor). Oiannirtillc, n T nrollioi CHS, 
II, W. K T J^.IS .pm; fr!«ldali». KCAll' 
VMS Tu TU, 10 in i*. ain, nil \V l:3n-n |iin 
Giihrr Ptttlt, U'AtTjr: NflC, Tu 10 l^SO am 
QilUllo. llii.j. Mtf. K 10 pro lu (uiirl 
e, * CoodfUlr. ItlIKO fllK ill M »■( 50 pm 
Gnricar: v*,n: NBC, all Mun i 10 pm 
fitimn Mti., llfAl-- NIIC. Hul 
BrUB». HcCann-rtlcfcion! AUC, Rnr t t'M pm 



■ ms p 10 an-ii pm 

HDavci Co., lluniDll. CIIS, all M in:in'UO am 
Hmnolnt. Int.. .;iaa«n' MtC, ill I' U S .30 pro 
InVI ShM. II Ati> MiC. all I' S lr..e t>ru 



Kollmill. lliiinDii CBr<, Tu Th *,a<1' IS bm' 
.M. W. 10 It'll an, Tu ID 10.30 iia 

KrMt FHdi. JwT NBC, W S.IC pen,- A!lCj Th 
0 30-10.90 pm 

LamOfrt Phoim., Larabuil L fmlcy AflC. all F 



Lonldn Prnluclt, 
)M III imi 

^'""nui. M " W 11 



Ml Can 



-Ktlik 



MIC. ^41 



i-Rrlrti»f>n- CHrt 



, M. 



Llflictl & Mftri. Cunniecham ft Walth! CDS. U. 

VV. r T ['-" piB. Mil'. Th iJ-U 3(1 pm 
LInivin. Mtnu'r. UaE: CDS. Hun 6-9 pm 
Th»m« J, Liplsn. TAB- CU8. m «:30.» pen 
L*n(lnii. nawTr Cllfl. M. IV, P Il lniS pm 
P Lnrllltrd. \\H CSS. Sun IO.|n:tn i>in 
Ludca'a ln< . J .M, UaUiit: .MIIC. I' S:9D''I Pm 
Mot Int.. I.ro lliiriirn- ADC, all Him MO 0 pm 
Mulund. Anturna i, Celim: CDR. >l ID-IU IS nni 
Mlnnnaata Mlonji, C&P: CDS. M. W 1D:30.)K ain 



Al)C. ill S;un B:30.rpm- 

ilonlonlrr. Udllo: CUS. Bun 10:1011 p 



fhlllp Marrli. Blam: CDS. ^t ll-t:3il On; all Tb 
10 10 3f ptB 

Naih. KiMnilv. Oejtr: CDS. all TU lD.10'3a pm 
Nai l QlKUlr. .McC E CUH. Tu. Th 1|.II:IS am 
Nnf'l Dairy Prod*., Ayai ■ CBS, Sii M l pm 
Nvvlla. Ilnait ttmiion CDS. Sti !i 1 pm 
Hum. J Waller Ttionipian CDS. F lP:IS-30 an 
NorwKh Pbann., BAD: CUH, Dun II'll lS pm 
Nai^vma. MCD. Cll» all fJOj^a.',! nni 
D Ctdar. TUn>ai ClIs. all T 0-|i.30 pm 
Pabtl, W'anrirk A Lctlir: CU^ W 10 |iin W etmci 
PnCint Mllla. .IWT: CDS. ill M lO lDilS nnl 
Pan-Am Alrarayi. JWT; NTIC all Oun 0'«.'30 pm 
Paa>r.Mal* Ptn, FCAO. AUC. t' T:SD.| pm 
Puk«r Pan. )\\T. CDS, HI Tli 8:10- 1 pm 
Pcptl-Cala Co.. niou. AllC. I!nn 1:30$ pm 
PhlirmatDullcilv \iu., IvlDllor' CDS, Tu 8 30 D pm 

Sli 10:30. |] nm 
Pet Milk. OaiUMr: NDC. Sil 8:30.^ pm 
Phllr*. Rulirhlni tiSC. all Siin B-tO |in 



Plliib 



Mill*. Bur 
.M. Tu, W, 



n I 



4 IS c 



: .MIC. T\j a u.aw |i 



r-7 30 [. 

Dutktr Dalv .MJ.D. NDC. itt Sun i 30 5 uta 
neaUmon.Puill-'t. Hull'"'!!'' 4 LllkrMi) .\UC. 

Tu, Th flS.30 pm 
Prudsnrlal Ini.. Calkfrn It FToMen, Carlock. He- 

CdntoD h ftoilltil CBS. all Sun fM-J pm 
Quaker 0«lt. Wlirny, Bsliil ft Tlldwi: CCS. Sun 

RCA, JWT. NUC SI D B-SO pm 

RuaLamon. Puritan, ifullctlio & Llllmralil: AUC. 

Tu, Th 7 .19 30 pm 
nimlnnton nana, IxkR: CDS. all Sua 10 JO. U 

nulla, SI Qei *ri A KrfXi NDC. Sun «■« 30 pm 

nivioA. walntriuli: .NliC, TU 10:30 11 pm 

H. I. Hcmalll*. ElK.- CBH. W 9.3C-10 DOt; f I .10- 

P pm: CDS, M K T:I9 S pm: KliC. Sua 

10.'<«-11 pm 
FIryngldi Malalt, ?ceili: NBC, Bun T.'SO.R pm 
Doientld Fhukloa, flulhl, Bttnto & Dunficii : 

ADC. SuD T-T:3a pn 
9(Nl»k. KuJnri CltM, .^af < 0 pm 
Bthlia Bnwlnii, LAN: CDS, F B B SO pm 



n Co.. K<lii 



Sooman Br«., W'rliilrV<jb : CBui Tu~ I 
BhcoflM Pan. DrMi. Clltl. ."il ■ 0 pui 
Slmonlt Ca., sHCn. TiUiom.l^lM NRC. UI F 

9 0.30 pM; CDii, W 10-lD-IS am 
SInirr Siwlng. YAH TDS, Tu 9 30 0 pm 
5 O.S., MrCarm.Frltkt'n- CHS. alF Tr 3:30.4S pm 
Standard Brand*. Bilti: fmC, il ft-30-0 cm 
Swonton. Uiliilii AllC all Tu I0 3IM1 t>m; CBS. 



a]l 1 



■■ 10- 10 15 1 



1' II IS 3D 

T SQ. I pm 
l-K 30 pm; 
CDS. ak 



Sylvanla. Caell « Pia.biM- CDS, Ki 

Tor] CO., W'mIi* \ OrWci CDI. W 
Tu, Th 10 4^.11 im: Leo riiiiir.. 
Til 10 30 11 pm: TU. Th II n U ._ _ 
J.30-4S pm, Tsiliam.t.ali<J. NDC, H 13015 
pm. S<jii rr la pm; ii) 10 30 pm; CBS, Bal 
9 30-10 pm 

U.S. Siral, DDUO AUC all TU S 30 10-30 pm 
Van Camp Sna Fif,, Dilivbei, Wliralcr A BlalT: 

AtlC. ill TU 10 30.lt pm 
Vllamln Orp., KFCAC: DTM, TU 9 8.31) nm 
WaKh Oraii lulit, UCHs: NBC. alF V « 11 1 pm 
Wo«l«. ON. PlUcerild NBC. W, F I *.lii 01" 
Wrttlaphouia. ^^(Cann. ETIckinn: Cl<». M 1011 pm 
Wrlflliy, RAH: CDi). TU LSJO pm ____ 





„ >„»'Ms^ 



SO' 



CANTON 



No other station qives you o TV buy like iKiil Powerful 
WSTV-TV ofien you foles boed only on the 299.400 
TV homes In the Sfeuben»ille-Wheeling morxet — 52nd 
lorgeit in the counlry. Bui you gel a bonus of the 9th 
lorgesl motttet —684,500 additional homes — becouse 
WSTV-TV beams o cleor, primory signal right Into 
Pittsburgh] Right into Canton, ^oungiiown ond many 
oTher induitrioi eilies in ihe oteo, tool 





'CBS Reicoittl 

STEUBENVILLEtWHEElING 



WSTVTv 

Ar^OTHER AVERY KNODEl REPRESENTED STATION 




NOWl 
FUtl POWER 

(230.500 Won,) 

from our 
881 ft. 
MOUNTAIN-TOP 
TOWER 

(3.041 fl. 
above teo l*vel) 



PULSE F.OR DEPENDABILITY 

Piilse-trafned <s.upervisors and staff! 
are in demand fpr- special assignments. 
Typical of more tjian 170 firms th-ey 
serve betweeti refulffr Puke surveys* 




TV COMPARAGRAPH OF NETWORK PROGkAMS 



5^ /U rn 6' ib JUll 



SUNDAY 



• O N.D'.A Y 



TU ESDAf 



N1' I 
Comt>r*n 



W(lnti*uli 



lu Ih lO-.V ■ 

FGA.B y il 

Tonl Co 



r&a Iniry, rliiX 
Complon leSOO 



:4nai)nr & Co. 
Al<!rr><nu (t Sr.'iMinis 
.imrrinni llnmf fotuls 
•itlntitir lirfiuiiifi Co. 

II.I{.I).S:0. 
Uniltiii it* Hou lr.s 
Lfo lUiniflt 
llioiv (Uunpuny 

CamplirlI'MilliKii 
('ttnwlion Co. 
([ol^niv-t'altooliif' 
Cu>>:\ti'\\ Inc. 

ffutl'iiiflrrs 

Fuolr, C.nuv lit'ltliiif: 

Kullrr it .Satilh A Ko.-^s 

Cttlliiji X' liohnison 
Ccnnal I'tuuls Corji. 
CilU'tir I'tiznr Cn. 
^QrytT, ^'r|l'rll &• Cqii^ff 

llotpoiiil l\h'fiiir 
lii.sliliilr fur lit'.snirrli 

on Mifis M oiii'tition.s 
liitrnuduiKnl Ut'srarcji 

Assorialrs 

Kfintiu it Kt UifirttI 
Kiinx, Ixfi'ri'.s 
Kioprr {'t)inj>fnn 



I/f ('.unnh'r'nK.\pn 
UrCnur Hill 

M.JO\lS(ll\lO 

i\ tiii<tii(il Ann} \ sis 
,\(ili(inul lli.srnil Co 
(Inrnslllinois 
linhvrt iK, On- 
()j)niion llrsrnrrh Corj, 

I'tiris I'mil- 
Alfinl I'nlil: 
I'rjisi-Coln 
I'riitlt'iiiin! In.mii fitit r 
Vsyrhnlop'nn} (.'ni jr. 

Qufilicr Ottis ('.onijifti],)i 
I'.lunt liojuT 
thithrniijj &, liynn 

■Safftia\ Sloics 
Sralirsl 

/'', l\, Siinmnij.<i 
Dnnirl Stnrch 

Stt niirt. Dttnpon 
SnUirnn. Slttnljcr, 

('iihi-rll <t iifnlr.\ 
Swift Cnmpmw 

J. H'altrr I'htunpson 
Ttini Comjunn 

U ilthonl Ctnnpa'ii} 
1r<nni'^ S: linhirani 



1* 



rilHni' 
tn tir 
Burnflt 



IMI Ifl 
ntil lMai 



No iul««k Ni„ r 



''*'"' 'rii "ii"'. 



titliDolIrt 
•1*1 

ItNT 



Vdltnr lady 
n*n MIc. billet 
KINT in.«f 
'HFS «hi t\0.(KM, 



PAH' Jnrl 
«1NT m-t I, 

Blaw itsno 

GurilAO Hah) 

run - IroTT rt 

SUNT ID'I I, 
CtrsK 1 10.000 



Portia ridi Llll 
Hon TNc i-Tpnli 

V'4R 110 OflO 
'sTiTklni Hrnrt 
PAT 



NT 

cronim 'toi 

■ riMililf. rlui 
rli 10' iw 

minllcni) 
I'lDln r*rllp 

(■»• lu 101 
■peruor llrtl 


No nnwnrl 

1 


Ntllrwill IIIIF 

lu rh n n 
MrCina- Cilikiin 

nilrtfrrr ^ ^ 
L(* Burnrit | riofti 


Slrlk^^ If Rllh 


Bob^Smll!]. 
NY ml 


] 

DiMittnlnt 


Vdltnt Lidy 
TonI Cn 
)TNT nnh <• 
LB ihi tlOOOfl 


Lm if lUr 
Am- nmn- Tr ^o r.l 

B"!;i 

a«irh lur Tgm'« 
nino 


NSfl'inplrrnili 
■m- 1 


OiiMlna Llflhr 
P\n- Irnri rtnif 



Cmolsn 




No nixonik 



IB \hi unofi 



LB Hill S<0DO 



This month throughout the U.S., 117,000 homes are 
being interviewed for next month's "US. Pulse TV" 




«tfT 

I B.B 

LB S\ri 



AND URBAN COVERAGE 

Itu-.. /5 M'r>/ /6/A S/,, AfM iVi;7r ,Jrt 
'/ vlfphrmc: Jtiilsnn (i-3.H6 



No nelKofk- 
CniiiiiDint 


\n ntLivork 


piunimlni' 


F.w i«ino .i.,'?,,',,^.;,^, 
6»h^^Croib» II"f,i"*lil'loni 

RPOD S^IOO lOtnln'. S40Q 


Ftmllr ' 
nr m-f & 


Cold'A Wln«Ht 

fc-.NV ill Jti (, 
VLH 1 


ririi Lni > 

PIrilr ml L 


Mllr Muleae 
I'AO llllo 
oil iliif I. 

B&B 




A mill tin Ftrun 

*1 rhi All 
Wirt L 




Brlghipi Dit 
PAH 

Tl.T'SfrrH Sti-m 
ntmi' I-mrtrJ 
'IST nr. 1 I, 
ftm: Nn nMrrork 
f in nfin oroinmlni 


Ho-kln. rmi*. 

BOCTi % 
>4 in nSOO 
BrIJt & Groom 

)IN""m,»*l° 
Oil I7S00 


6inr 1 
NL&B '""iJOK 


On Vo.,1 «..-. 
JWIn rill"ril 

BAB- lll.M 


0 


Billy WhllD 

sr<*> 
ll> ml I 


U 

_ J<o nilimrt,, 
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Some people are * born leaders 





—fops in Philadelphia! 



WCAU-TV is now transmitting to the booming Philadelphia area 
from its new maximum-height, maximum-power SKY TOWER— 1000 feet 
tall with 316,000 watts! Reaching out into a 35-county, 4-state area, 
WCAU-TV is now the only Philadelphia station operating with both 
maximum height and maximum power. With the tenfold increase in 
power doubling its coverage area— WCAU-TV now reaches over 6,360,000 
people— 2,000,000 more than before! 

Ten big markets are available to buyers from this one station: 
Philadelphia, Chester, Allentown, Bethlehem, Levittown, Reading, Camden, 
Trenton, Atlantic City and Wilmington— an unparalleled opportunity 
for advertisers. 

Even before construction of the SKY TOWER, WCAU-TV enjoyed an 
unchallenged position in Philadelphia. Now— WCAU-TV reaches 45% 
more people than before— twice as many square miles— 10 major markets! 

Look at the breakdown: 

Coverage 35 counties 

Population covered 6,360,178 

Total families covered 2,292,300 

Total retail sales $8,935,730,000 

Total effective buying income . $13,418,528,000 

_ WCAU-TV 

ISl/trrciiKTM ^"■^^ blanketing America's greatest 

industrial expansion area 
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ARE YOU AFRAID? 

iContmiifil jrum pafif 32) 

tliu-c who llioiifilil nioic lil^lily <if llu- 
(iiuliii"-. sl'ONSOl! (loi's not fcfl llii^ 
ailide ll'*" ;n -iiiiiciil. It is 

loK dfc]) ii < <mli()\cis\ to l>c (li-poscd 
of so fii^ih. Hill lliis niliclc should 
help ( li'iir the ;iir ;iiul -id more inhiicii 
thinking' ;dioiil the prohlciii: W h\ do 
>o iii;mi\ rtiscrs ho\( Ott llic air 

mi-diii? ( I'or -omc of liie a^louiidiiifr 
ri'a>oii-. -et' "\\\\\ these M acheilisers 
ii>e air media/' sponsok. 16 
N(i\einher l^.l^i.) 

I- ire ir/io distujroril: The fne who 

di-afjreed \silh Dr. Diehler and SPO.N- 
soi! rai-ed these ohjectioiis : 

1. 1 lie samples were too small and 
the coiicliisioiis were tlieiefoie slatisti- 
4-alh iiualid. 

2. Qiiaiititati\ e interpretations were 
placed on (|ualitati\e research. 

The iniplieatioii was made that 
media l)ii\in<; aids like cost-per-1 ,000 
(i^iiires and others should he discarded. 

4. There is just as much disa;j;ree- 
ment among p^N cholofrists (and p.s\ - 
tliiatri>ts) a- ainoiij: admen, so who 
can be helieved? 

SELL THE 

feolDen lHarheF 
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^/lO AMERICA'S 
HEGRO POPULATION 



WDIA-- 
50,000 WATTS 




Here is a new "golden market" 
of 1,466,618 negroes! 37% of the 
total area population . . . one- 
tenth of the entire negro popula- 
tion of America ! And it can t be 
reached except with WDIA, the 
first and only 50,000 watt station 
to broadcast exclusively to the 
rich negro market. 

TOP HOOPER AND 
PULSE RATED STATION 
IN THE MEMPHIS MARKETI 



WDIA 



—MEMPHIS, TENN. 



REPRESENTED BY 

JOHN E. PEARSON CO., 

DORA-CLAVTON AGENCY, SOUTHEAST 



5. I'sjclioloj!) lias its place, hut too 
much reliance on it maj he as had as 
not eiionf;li. 

Tlie \'iews of the \arious executi\es 
follow : 

V.p. of II -'top 10" <i</(>iic!/: "1 was 

very much disappointed in the great 
stress <ri\en the musings of Dr. Ernest 
Dicliter in Part III of the 'Psychology 
of Media.' The implication is much too 
strong that all we have to do is throw 
awa\ our circulation, audience and 
cost-per-1, ()()() concepts and hire Dr. 
Dichter instead to study the 'person- 
ality' (lifTerences of \arious media. 

''1 am sure Dr. Dichter would like 
this, hut if ) ou had worked as serious- 
ly in the field of psychological research 
as many of us luue. 1 l)elie\e \ou 
would he a little less sanguine about 
the utility of the results. Dr. Dichter 
is com])letcly o\*erl)oarfl on his implied 
claims. 

"I may still lean heavily on num- 
bers, either because 1 ha\ e not yet been 
ofTered a compelling alternative, or be- 
cause 1 am, as Dr. Dichter sa\s, 'in- 
secure. Rut having worked long and 
bard, and s\ slematically, in the field 
of media evaluation and recognizing 
full) >ome fairly stupendous problems 
as \et unsolved. 1 believe 1 have 
enough security to find little solace in 
nursing at the l)reast of Mother Dich- 
ter. 

Ui/(i<iiii II. Ituker Jr., chairman of 
the hoard, Benton & Bowles, t\ew 
Yorii: "I?oth SI'O.NsOH and Dr. Dichter 
overlook an important fact in modern 
advertising practice. 1 oda) s success- 
ful advertiser and his agent have out- 
grown 'decision by whim and caprice' 
. . . and learned to dilute even sub- 
conscious domination by ain one per- 
son. Decisions are usually made these 
da\s b\' groups, not by iii(li\ iduals. 

''Admittedly all indi\ idnaU have dif- 
ferent backgrounds, diflerenl likes and 
dislikes and are subject to some bias, 
liut a(l\ erlising decisions, and media 
decisions especially, are now the re- 
sult of a media ^roitp working with 
an account jiroiip. The>e grou[)s are 
so di\ersc in their backgrounds and 
experiences that there is little chance 
for iii(li\ idual bias to ctjutrol their 
dcci>i()ns. 

"\or < an we '.<.lick to what we know 
bc^l since we. like most, are a well- 
balanced mixture of mam experieiucs 
and backiirouiids. And Ixvanse our 



rwiiirlijienilatpjns ajid the udvcrLiser.i' 
[|(X"Jrl!plJ> Imii' bt^Minp grtiup rlwi'i-lnns 
flml ryr|)Ofal« rc-jriiotislliiliiif - tijcrc is 
fi-iiljiii rlfi "job sRi!-[irit\ al 5lake for the 
individtiids cjf llie group insofar as liio 
li-eleclioii of jxif^disi is tonrerned, 

'*st'(i\ii!ij{ ?ay<i ihtii 'iiardpr-lo-U-W 
[iiediii Mki' nitlio and tv are iieiiaJiy.cd' 
. . . apiiareiillv by s^axm- earlier Irau- 
j rial it: exi>criLin.e of jjidi vidimus in iJie 
agt'ilry buyjiit!!--?, SKl.\SUrT sllould Joilk 
ii\ \\^ Qwu recDrds of i^\jiendiliirei by 
nifdia tyfie>. U will i|uickly see Ikiw 
many health\. non-neuHilkv normal 
agencies and ad\ertisers ibnTTe arc," 

UoriitT S. Shollih preVitJciii. \'. W. 
Ayer & Son, Philadelpliin: "Yoiir ar- 
ticle lives up to its billlrig as 'oitc of 
the most contro\ ersial we havo e\'er 
publi-hed.' 1 ha\e a cltfar picture of 
si'O.nsor's staff rubbing ihrir bands in 
glee and telling each ollipr: This uilJ 
get under their skins. 

"1 hope )ou won't be disujipoinltd 
if 1 do not bounce front romer 
crying for \ our blood or Dr. Dichler's. 
Controvers) of this t)pe i;- godd for 
advertising. An) thing thai makes us 
look sharply al our work and Ettidy 
ways of improving it, is fine. 

"It is quite po-sible, in ad\erlising 
work, to follow a trend loo far. Only 
recently, the trend was to adverti5iiig 
research of a mathematical nature. 
This sort of research was hailed a? llu; 
answer to a great manv atl\ erlisiii!! 
problems. Your article ahnut Dr. 
Dichter's work strips some of the 
glamor from malheinatical researrli 
and reminds u- that we are dealing 
with real people rather than nund)ers 
in an equation, 

"However, advertising's current 
flirtation with modern psychology is 
also a trend. Human ])s\cholog\' is a 
fascinating subject, but I am unwill- 
ing to concede that professional p«i- 
chologisls are the only ones qualified 
to interjjrel it. Long before geslalt 
ps)ch()log\ was named, countless men 
and women proxed their abilit) Iri 
swa\ people's emotions through th[' 
arts, literature, politics and in many 
other wa\s. If )our article is success- 
ful in reminding us that above all eb'^f 
ad\ erlising needs creati\e people 
whether or not I he) ha\e e\er read ii 
book on ps)(holog) — it will do a rciii 
scr\ ice. 

Ilarrti Si'lttu'ltloriiiaii. jtrcsiJcui, 
llarrv ^chneiderman. Inc.. Chicago: 
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Bl« MIKE THE BIG SALESMAN! 



A 



^jQU Big Mike is tlie physical trademark of KFAB, 
Nebraska's most powerful station. 



I 



Big Mike gets around! . . . and he gets results! Car- 
tooned he appears regularly in the trade papers 
telling Nebraska's industry story. In the person of 
Thomson Holtz, he is seen and heard by thousands 
daily as he travels, from good job to good job in his 
little car, Big Mike is proud of the attention he is 
receiving from coast to coast . . . proud of the awards 
that have come his way. But more important, he's 
proud of the day-to-day story of results he is getting 
for his advertisers. KFAB-Big Mike is constantly 
building success stories. He likes to talk to people . . . 
and he would like to tell 'em about your product or 
service. When he tells 'em ... he sells 'em. That's 
what you'll find out when you pick up one of the 
current availabilities on KFAB. Talk it over with 
Free 86 Peters ... or lend an ear to General Manager 
Harry Burke. 




i 



KFAB 
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'■'Ihe appearaiue of the article on Dr. 
Dirliters \iev\.-, a<coiii|)anied by a pic- 
ture of tlie most ominous looking 
I'rt'ud I have ever seen, proves that 
time has come for mail order admen 
to ■fU) their piece on this business of 
ti>stin;^ ads aiid hnying media. 

"All hail to Dr. Dicliter for a bold 
cxpn-ure of the nmmho juinbo behind 
nun h advertising money. We mail or- 
der admen traditionally look the other 
\va\ when the statisticians, researchers 
and survey lads walk in. Our alnnf- 
ne«s, however, is motivated by reasons 
far dilTerent from those Dr. Diehter 
•lives. It is sinrply that mail order 
techniques irrlierently possess the ca- 
pacities for finding the answers to all 
the problems which plague admen with 
plusli clients, .^ince there seenrs to be 
ix real need for impressi\e showings 
before big money is spent, the impor- 
tance of long colunms of figures em- 
balmed between gold-stamped leather 
rovers is understandable. But, as Dr. 
Diehter so pointedly explains, most of 
them provide a convenieirt crutch to 
support shallow thinking. 

"To survive, we mail order admen 
cannot relax on a soft bed of fancy 

HOOPER Tells the KC 




Story! 



Look at these figures 
une '54 HOOPER 
00 AM-12 N 
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The picture has 
changed! 



Net A — 

Ind A — 

( Negro) 

KUDL — 

Net B — 

Net C — 

Ind B — 

Net D — 



25.8 
16.0 

13.4 
10.8 
9.8 
8.8 
7.2 



Let your nearest FORJOE 
office show you the new 
June, '54, C. E. HOOPER 

SOON DENVER, TOO!! 




MOMI TO»** COtKAOl (OR 
0*«Atll> •ANtAS CITY. 
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figures. Every peniiy we spend for our 
clients nmst produce a traceable profit, 
riie 'key sheet' is our innster. Vi'e 
stand naked before the actual and 
tangible perforinanee of e\ery ad, 
every mailing, every tv and radio ef- 
fort. And long ago mail order admen 
developed techniques for testing ads 
and media which come closer to being 
K;ientific than any other techniques 
presently used. Perhaps that's why 
mail order advertising looks so dif- 
ferent from all other forms of advertis- 
ing. Perhaps because mail order test- 
ing methods demand bard work, the 
research departments in general agen- 
cies avoid adapting them to their own 
testing. And these methods are ruth- 
less — many a pet inspiration goes in- 
to the wastebasket after mail order 
testing. Perhaps this is why most agen- 
cies are afraid to use them. 

"But 1 want to ask if Dr. Dichter's 
thesis that all will be well if admen 
begin to use the techniques of psy- 
chiatry may not replace one dogma 
with another. I do not mean to be- 
little the enormous contributions to 
human happiness made by psychiatry 
since Freud, nor do I mean to deny 
the value the use of all the social sci- 
ences may have for advertising and 
selling. The laudable work being done 
by Ed Weiss of Weiss & Geller is 
discovering a new world for niar- 
ketee rs. 

'T ask how valid and bow scientific 
are those techniques? When psychia- 
try and psychoanalysis are mentioned, 
most of us imniediateh think of Freud, 
the grandfather of both. But how many 
of us know that the Freudian school 
is only one of many, that violent con- 
troversy rages constantly over funda- 
mental principles, that one school's in- 
terpretation of behavior and its causes 
is vigorously rejected by another 
s< liool which brings forth its own the- 
or) ? We have not only Freud and bis 
followers but also Adler, Jung. Meyer. 
Homey, the ^son-Di recti ves, the two 
Ueiks. Froinm and Sullivan in addi- 
tion to the Gestaltists whom Dr, Dieh- 
ter mentions. 

"We have bitter disputes over the 
<auses behind motivations — instincts 
\s. en\ iroimieiit, sex vs. the drive to- 
wards masculinity, deterniinism vs. 
free will and countless other debates. 
1 he media buyer who looks beyond 
Freud and encounters tin's vast and 
fluid 'science' will either be lost in 
the wilderness or conclude that the 



techniques of psychiatry are no more 
valid than those he now employs. He 
will quickly discover that even the 
terminology used by ea< h school is 
diflerent, 

"The fact is that psychiatry ts not 
yet a science but an art. Oddly all 
schools, however much they ma) dif- 
fer from and even contradict each oth- 
er, come up with many spectacular 
successes when they apply their theo- 
ries in practice. They also come up 
with devastating failures. The bodv of 
valid knowledge in the field is ap- 
pallingly meager. It appears that the 
personal talents of the therapist more 
than any other factors account for 
success or failure. The same theories 
applied by one therapist will cure a 
patient: in the bands of another they 
may make him worse. 1 believe that 
the alluring new broom of psychiatry 
applied to advertising may result only 
in a new book, a new gimmick that 
will become attractive only because the 
old one is worn thin. 

"Yet. having said all this, I never* 
theless believe that an awareness and 
an intelligent use of the little now- 
known about human behavior can be 
of great value to all advertising. This 
knowledge can break a few dusty idols. 
It can lead to fresh and exhilarating 
adventuring. It can make advertising 
more interesting, more beUevable. 
more productive. 

"But it seems to iiie that whert alj 
this is said, the big question — how to 
appraise accurately the value of a giv- 
en medium or ad — remains unan- 
swered. One day a bright researcher 
will discover that mail order testing 
techniques can be adapted to finding 
the answer, and then a truly depends^ 
able way for testing media and copy 
will emerge."' 

ffoitri/ Schtichto, senior v.p., Bryan 
Houston, Inc., New York: "This third 
article on the psychologv of media is. 
1 think, dangerous. 

"You are presenting (|uantitativc in- 
terpretations of qualitative research, 
[{elatively few agencynien were inter- 
viewed, and from thi 
rather damning — conclusions 
drawn. 

"The agency business — like Ivusiness 
generally — is not a democracy. All 
votes do not have equal weight. It is 
obviously wrong to give the same im- 
portance to opinions about media, re- 
gardless of their source. If the pur- 
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WCCO Radio's emcee Bob Dellaven 
stands 6' 2" and weighs 240 pounds. 
Yet DeHaven is no Paul Bunyan. 

No comparison? 

Unless you compare 'em like this . , . 
Bunyan only worked a 12-hour day. 
DeHaven works from 7:15 a.m. to 
11 p.m., doing 23 programs a week all 
told. (Every one is first in ils time 
period!) Bunyan could be heard 
several miles away when he shouted. 
DeHaven is heard at least once 
a week by more than a million differ- 
ent people in WCCO's 109-county 
primary area. Bunyan made quite 
an impression on everyone he met. 
DeHaven makes impressions on 
people he never even met — total- 
ling more than 6,000,000 listener 
impressions a week! (Between 
broadcasts, he does his best to meet 
them all, by making personal appear- 
ances throughout the Northwest.) 

Adds up to this. No one compares 
with Bob DeHaven when it comes to 
making a good impression for your 
product in the Northwest. He stands 
in a class by himself. 

M inneapolis-St. Paul WCCO RADIO 
Represented by CBS Radio Spot Sales 



](()><" ttf \i)UI illtirle. il> ^<'(•IIl^ tlic ca^c, 
is (<) Aluw \sli:it itiills ( uiitrols inc»li;i 
Inning. \ou itiii-t find tlie ])eo|)lR 
wIhi-^c (i|)ini(>ii< actiiallv dctidc media 
indlilt itis iiii<l iiit< r\ icw llu'tii. 

">iti(t' llic firi-l part of tlie article 
prexiitifx Ui outline prolilciiis and the 
><'<"<iiid part (jfliTs xiltilions, perhaps 
llicii SI-*-!!!!!] jiarl ofTcrs soltitioii* 
to |)rn|ilfiiis that doii t really exist. 

"^ our general < oii< lusioii seems to 
he that itiedia uieii (atid ro|>\ w riters. 
too) don't haM" tlieir thinkiiij: on what 
the product will do for the user. 

"I contend that the\ do, and ha\e 
for \eai:-. and that it is not a new 
idea just hinanse \ou now call it 'eiuo- 
tional iin oKeinent.' 

"This idea is at least as old as John 
Caples' first hook |)iol)al)l\ much 
older. 

"Some J ears ajro Tonj Ceotiliegan 
wrote a hook on media (for Young & 
Hubicain's internal use), and the \ er\ 
first idea he expressed was — approxi- 
matel\. since I'm workin<i from meni- 
or) : 'The hasic fact that controls all 
media sele< tioii is; how can we most 
forcihiy hriiig the promise of the prod- 
uct to those most likely to buy?' 

"I think you do ad\ertising a dis- 
service h\ talking about the preoccu- 



KWJJ 

Chief of N. W. Independents 
Help um Scalp Competitors! 

You make friend with this 
mighty warrior and before many 
moon you much richer paleface. 
Chief KWJj help you capture 
Oregon country, plenty big hunt- 
ing ground. Send smoke signal 
now — and chief tell you secrets 
of him powerful 




patioii (jf ageiic) people with 'nundiers 
co\erage — ratings' without first ad- 
mitting : 

"I. riiat. before any media work is 
done, good advertising starts first with 
research to find the strongest, the 
broadest appeal justified by the prod- 
«<t that will turn potential u-^ers into 
actual u^ers. 

"2. That the media assigiiiiient is to 
bring the stroiige-t story most effective- 
ly and least expeiisiveh to the market, 
whether it be the total present market 
or the heav\ ii>ers or the infrec|uenl 
iiser^ or the never users. 

"3. That, after basic media deci- 
sions are made, such facts as dealer in- 
fluence are valid considerations v\ben 
regarded in pro|)er perspective. 

"I am not pretending that media 
bu\ing is perfect or unbiased. 

"Hilt I certainl) will never agree that 
it's as dark as you make it. 

"If it were as unreasoned and ill- 
planned as \ou indicate, how could 
advertising have become the most efli- 
eient. mo-t effective means yet devised 
to move goods, as it has? 

"So, please don't make media buy- 
ing sound so haphazard — because it 
isn't.' 

Or. iHi'hter's answer: Dr. Dicbter, 
interviewed in bis manorial offices atop 
I'rickl) Pear fllll overlooking the Hud- 
son River and the village of Croton. 
said the response to the article "really 
proves to nic that we touched a vital 
point in the professional life'' of the 
re?])ondents. "A|)]3arently it was Hke 
telling a man you've just completed a 
studv which showed that 95*^? of the 
times the wife makes the major deci- 
sions in the home. Of course he'll 
deny this. ' 

W hen a person is suddenly confront- 
ed with a statement that affects him 
personally, there are only two possible 
reaction* — and the agency men re- 
s|)oiiding ha\e taken both. Dr. Dichter 
said. Ihese are: 

1. To agree. In this case the major- 
ity did agree — with some t|ualifica- 
lioiis. (Quotes will follow later in the 
article. I 

2. 7o "<'.scfl/)e or ex|)lain the find- 
ings awa\. 

"fhe sei'ure agencvinen iicce|)t the 
findings: the ins<N ure ones show the 
l\])ical signs of es<-a])e. " Dr. Dichter 
said. I he^e are to respond as follows: 

I. our findings a|)|)l\ to others, 
but Hot to me." 



2. "^ our analysis is incorrect." 

3. "Yes, but—." 

"I am more likely to find offenders 
(agencvmen who use crutches in me- 
dia buvirigl ill that second or 'escap- 
ist' group than in the other," Dr. Dich- 
ter .said. "Our survey showed that the 
insecure media buyer — and Tin speak- 
ing of the decision-maker, not just the 
|)rint or tiinebu\er — was the most 
likoU to be using irrational technic|ues. 
I he\ are the ones who showered us 
with success formulas and rigidh 
worked out schedules supposedK based 
on their experience. The more they 
tried to im|)ress us and themselves with 
their ratioiialit\ the more they r*^* 
Vealed their irrationalit\ . 

"The secure media hu\er, we fouiid. 
was one who freely admitted the neces- 
sity of flexibility, the need for reexam- 
ination and the relative unpredictabil- 
ity of media decisions on a long-range 
basis. 

"Ever) good salesman knows that 
the man \sho argues most strongh that 
he does everything systematically and 
onl) from rational motives is usually 
the true sucker. 

"So the media man who argues for 
cost-per-1 .fK)0 and other similar con- 
cepts is afraiil to throw away his 
crutches. 

"Yet quantitative research has its 
place in media evaluation, just as qual- 
itative research does. I never for one 
moment meant to imply that you should 
not concern yourself with cost per 
reader or listener. It is one of the 
factors that has to be put into the total 
formula for media selection. But defi- 
nitely it is not an 'either/or' relation- 
ship. Lse psychological data and. 
quantitative data. Don't sa\ use one 
or the other." 

As for the general denial that the 
influence of fear is widespread, Dr. 
Dichter said: 

"W hat most of ihe critics of our 
findings seem to be saying is this: 
How can Dr. Dichter say we are guid- 
ed by fear and irrational motives when 
we know very well we are rational in- 
dividuals?' fhis simply flies in the 
face of basic, accepted psychological 
fa< ts. For example: A jierson keeps 
forgetting something. ^ ou ask him 
wh\ and he'll usually tell you: 'I'm 
just ab.^enl-ininded.' ^et the truth, 
once \ou probe a bit, may be some- 
thing far dee|)er. Usually he forgets 
because he wants to forget. W hat some 
( f'leafe turn to page 86) 
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YOU MIGHT RUN MHE MSI.E MX 3 3imS., .jit SECS.*' 

BUX • • • 



CONLAN RADIO REPORT 
METROPOLITAN GRAND RAPIDS 
NOVEMBER, 1953 





Morning 


Afternoon 


Night 


WjEF 


29.6% 


30.8% ~ 


33.1% 


B 


26.3 


22.8 


28.6 


Others 


44.1 


46.4 


28.3 



YOU NEED WJEF RADIO 
TO BREAK RECORDS 
IN GRAND RAPIDS! 

WJEF serves 116,870 radio homes in the Metropolitan Grand 
Rapids Area. Conlan figures show that WJEF gets 9.6% more 
evening listeners than the next station. 25. 2^? more afternoon 
listeners and 12.6% more morning listeners. Yet WJEF 
actually costs less than the next station, at any time — and 
is CBS. too! 

Let Avery-Knodel give you all the facts on Vi'JEF — Grand 
Rapids" top radio buy. 



.-fV 




WKZO — KALAMAZOO 
WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WJEF — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN —LINCOLN. NEBRASKA 
KOLN. TV — LINCOLN. NEBRASKA 

Assocldfed with 
WMBD — PEORIA. ILLINOIS 




CBS RADIO FOR GRAND RAPIDS AND KENT COUNTY 

Avery-Knodel, Inc., Exclusive National Representative! 

John handy set this uorhl's record in Finland, in June. 195 1. 



TfUphofi* Moh<vk 225'A 



344 DELAWARE AVB„ BUFFALO 2, N.Y. 



May 11, 195U 



^'r. Robert P. Mendelson^ V,p, 
SPONSOR Magazine 
ho East hSth St. 
New York 17, N. X. 

Dear Mr. Mendelson:? 



You will be interested in knowing that our agency 
recently conducted a survey among Time Buyers in the 32 
top agencies in radio-TV billing. This, group placed over 
1372,000,000. in billing in 1953. 

The purpose of Our questionnaire was to detennine 
the sources of information, types of information and 
publications read by this critical group. received 
replies from $3% of the agencies contacted, 

Whil-e we oanr.ot release tlie exact findings you 
will be interested in knowing that SPCX^SOR Magazine wa^ 
the magazine reaching more of this group than any other 
in its field and received th§ highest number of ^most 
preferred" votes. 

To ud this indicates l^e. high regard the readers 
have for your publication. 

Cordially yours, 

m 

^MSTOCK &:^C0MPAJfY 



Sloane Palmer- 



TSP/i 




Why 

SPONSOR is FIRST 

with Timebu y ers 

Sponsor is pinpointed to the work- 
needs of timebuyers, account men and ad 
managers too. It^s readable. It^s a practical 
aid to the busy buyer from cover 
to cover. Any wonder it ranks first in 
this (or any other) objective study of 
radio j tv reading habits among 
national agencies and advertisers? 

P.S. A few months bach another broadcaster made an objective srtrvey of ad manager, 
aeeount cxeeutive and tiviebm/er trade paper readership, sponsor was the #1 ehoiee. 



THE MAGAZINE RADIO AND TV ADVERTISERS USE 



I if I Ik- ii^iMicii- iiic ."Mviiij; i>. 'W <• doni 
iiiiiiil one )>il lui\iii<: oiii ci<l\<'rlisiiig 
(rili< !/('<!." ^ <*t v\illnii iiiiiiiilo 
;in' nil llif <lcl<Mi^i\ (' iiiid rcjci-liii^i 
the ( rilici-iii. lii'cuii^c tln'\ feci tlicx 
iirc Mill j;rii(lf(l li\ irialii)iial fii<ili\('s. 
llif\ arjiijo lliat mii xliidy levcaliii}; 
lliat iiiaiix ()f llieiii ii\t> i- wioiijr. A 
-^implt' ('\aiii|)lt' .-liovN iiij; how niislakon 
llii^ icasDiiiii^ can l>f i-^ llie FoIIonn iiij; : 
■' \-k to tell \ on about lii> 

la-t lliit'f car an ideiil- and (hp avcr- 
iiiii' person will (!('?■( lilio llifiii in siicli 
ii v\a\ ii> to |>iit all tlu' Maine on llie 
nllier fellow. Which man uill readily 
admit that he Ixiuiilil a car onl\ he- 
cau'-e hi'- VNife liked the color? llV 
like Miincoiie >a\in<; re))ealedl\ heV n<>l 
jealous and > on take his \M)r<l for il. 
If 1 Weill lo 100 a<ienc\ men inakin>; 
d('t i-iiiii> and asked them I)Iuntl\ VNhat 
tlie\ ha-ed lliese dpci>ioiis on. 100 
would tell me: 'Sound research and 
thoiKUfih anaKsis of the appeals of 
the i)r()duct/ I sinj; |js\chological 
le( hiii(iue^. we ha\e di»co\erfid difTer- 
enll\ ."■ 

What about the < rilkisni thai "ad- 
\erlisiii<;'s ( nrrenl llirtalioii with mod- 
em ps\<-hol()<:\ i> also a Irc'iid?'" 
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Kt-adi I liiN < < fit Miswiiri nur 
kit Willi rs(l,3.>^ t.i(liu f.imilics* 

.TlUl a (OMMIIIUT IIIMIIIICof 56!tS,- 

L'M").()(iil,' Hi a tliir(v lountv, 
four «Tt\. 'i iii\ .irra covered 
b\ Kl M 



•SIIDS »nd SaU't \lanacf menr 



KFAL 



,Suf\fy 



"It's like .sa\inp thai ad\ ertising's 
concern with people is a passing trend. 
All we ps\chologi-ts are saying is, 'Ail- 
\erlisiiig is dealing willi peo])le. If 
\ou waiil lo fnul out liow lo reach and 
iiio\e people, jou have lo find out what 
makes people tick.' It is not a trend. 
1 1 i.s the final disco\pry of the real 
esseiK e of advertising — w hich maiiv 
genuine rop) writers learned a long 
time ago. " 

How about group decisions^ being 
more rational? 

"Groups can be guided irrationally 
loo. I'm not saving that everyone in 
advertising who is iiillnencetl h\ fear is 
iieurolic. This is a normal human rr;- 
aciion. It is more normal for a per- 
son to want lo ])rotect himself than lo 
.-lick his neck out. ^'ou can almost 
sa) that the insecure person is the nor- 
mal one: tlie person who really does 
what he wants to do and sticks his neck 
out has lo be unconventional. 

"Were not talking about exlieines. 
1 realize it is important for a media 
man lo make his media decisions on 
an unbiased basis without considera- 
tion for his job security. Hut that is 
an ideal and is very dilTicull to reach. 
Xobody can afford the luxur\ of going 
conipletel} contrary, if not to his own 
irrationalities, then lo those of his 
collaboralors. particularly iiis clients. 
The luxury of integrity in the business 
world is a rarity, "iou can count on 
the fingers of one hand the agencies 
which resigned accounts this past year 
bci'ause the client absolutely refused to 
accept their recommendations. The 
agenc\ which flies in the face of its 
clients" prejudices — irrationalities — 
will not long sunive."' 

Can an irrational factor like fear ac- 
tually hurt radio and tv? 
"\ PS, in tw o wa\s: 
"1. It perj)eluatc-. the media >talus 
(pio. Air media are newer, harder to 
use. intangible. The adniaiis fear 
makes him want lo deal with the old. 
the pas\ and the tangible like news- 
papers and magazines, 

"2. It perpetuates ihe program sta- 
ins quo and results in the imitative 
u>e of radio and television. Because 
of the high <-o>t of failure, the adman 
often spends his lime Irving to copv 
the formal of a -uccesvful show — or 
< (iiiiineK ial- instead of uncovering its 
basic appeals and creating an eiitirelv 
new program willi the same appeals." 



900 KC* 1000 WATTS 

FULTON, MISSOURI '■^•-'/'•' «•';••<•<•«'; Vinong agency 



executives who agreed with Dr. Dich- 
ter and sj'O.vsoK in whole or in part 
were these eight who gave reasons or 
some explaiiati(jn of how media deci- 
sions were reached in their agencies: 

l'rf.vi</fio< SIO iiii/ii»n nyt'iicif; 

"1 bcMaine aware, long ago. that my 
own attitudes lo media are prejudiced 
bv my own emotions, conscious or un- 
cons< iou*. For examj)le, 1 suffer from 
obscure emotional resistances lo Sun- 
day supplements, to all Hearst publica- 
tions, lo billboards and to expensive 
tv shows. 

"1 also suffer from obscure einotiofr* 
al attractions to The Sew Yorker, the 
Aeir York Times and Ltje. 

''As soon as 1 became awafe oS 
these irrational attitudes, I abdicated 
111) presidential prerogative to influ- 
ence our agency s media plans. 1 trusi 
that our Media Department is relative- 
Iv rational in the formation of it* 
policies!" 

Leo Itttrnett, president, Leo Burnett 
Co., Chicago: "1 am not silly enough 
to argue Ernie Dichter's points. 

"Mv own approach to advertising, 
including media, is very simple. It 
starts with an idea. If possible, il 
should be an idea that will cause peo- 
ple to talk over the ba<'k fence, which 
is the lowest cost, most effective kind 
of advertising. 

"After getting an idea which most 
closely approximates that high stand- 
ard, one is forced to look at the budget-. 
The oroblem then becomes one of us- 
ing the available funds lo put it in the 
places v\liere it will multiply most 
rapidly. 

''Toward that end selection revolves 
around experience, coiimion sense, 
facts, compotilive forces, .seasonal fac- 
tors, iiierciiaiulising values and other 
things wliicli are supposed to add up 
to good judgment."' 

Fairfax .H. Omk*. president, Fooie. 
Cone & Heldingi, Chicago: "1 don't 
think 1 have any disagreement with 
l-lriiest l)i<hter's findings on what 
sometimes inlluences people in buy- 
ing media. 

"1 am assuming that when EriH^st 
sa\s often, he means soiiietinies. And 
that when he savs ageiicv men. he 
means advertising people generally. 

"This is iiiv wav of saying thai I 
think vt)U iiiav have oversimplified. 

"To be sure, there is a great deal 
of tradition in the buvinji of media. 
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Your best buy in one of America's great markets — 
continues to build new sales at low cost — delivers 
a vast audience devoted to the programming pioneered 
iiy the mandgament of WERD, 1000 watts. 860 on the dial. 



and noiu under the snmE mRnncEniEnT 



in BRVTOlUn 



GlllUESTOn 
and HOUSTOn it 








which has become as important a voice in the Baytown-Galveston- 

Houston area as WERD is in Atlanta. Inspired by its 

new leadership, KREL will be a bigger salesman than ever before. 

Along with popular new features it will continue to serve the 

100,000 Spanish-speaking people who look to 

KREL for the specialized programming they enjoy. 

Don't overlook your new opportunities at KREL, 1000 watts fulltime. 

Radio Division— Interstate United Newspapers, Inc. 

Represented nationalhj by JOE WOOTTON 
J. B. Blayton Jr., General Manager 



26 lULY 1954 
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IIkmc iiic al-o fci<U and fiiii( it.-«.. 

"Hill if most iii(<li<i men iirc iin\- 
lliiufr like (Uir own. llic) iirc a prctiv 
<)!ijc< ti\<' t rcw. if lliej (loiriHio\c' 

rii|)i(ll\ low ill il new lliiiig> a> ^onie 
xentliir- ihink llif\ >lionl(l. il Hia\ jii>.| 
lie lic<;iii-f iirc a Ijltle Ifil like 

(illier j)i i)f('-si(uuil |»pi)])le who don I 
want lo lake cliances wIk IIk r llii> lie 
wilh oIIkt ])i'oj)le's rijilits or li\es . , . 
or fortnnc-. 

■'I*erliajj> I ani jii>t ••ettinj; old and 
>el, ImiI 1 lliink tlie media |je(j])le do a 
|»relt\ {:ood jol). \s itcni'^. I ^i\p \ou 
Lift' and f^oul: and Coronet and lele- 
\ i-i(in ! \lso radio, from wliicli adxer- 
li>ers in dro\e'= were (li\ertinu before 
llie a;iine\ |)eoj)le l>rou<.dit llieni hack. ' 

r.tlu-nrd II. Weiss, president. It eiss 
iK: Crller, Chicago: "The reliitlaii<e of 
»()ni(' advert i^'rs lo a( < e|)l iho rela- 
li\el\ iio\el idea of u>ing moli\ali(jn 
ie>.ear<li as a |ira<lif.al means of ini- 
|)r()\in^' ad\ertisinp will he uvercoine, 
we lielicve. as the realization spreads 
that most adverti^iiif!; acliMties, when 
reduced to essentials, can he defined 
in terms of human feelings. 

''Tlial i- why we have been ahle to 
-IK ces«fully aiiply our know ledge of 





Radio Stelien W J P S b THE iperta i ta- 
tien in Ih* EvamvllU, Indiana markal. H 
you wont to raoch MEN, chadc our ovoll- 
abililiot aretmd our llv* play-by-play 
•peitt . . . Hm ytor around. 
it lOCAl HICH SCHOOl FOOTIAIL ' 
ir EVANSVIUi COUCCE FOOTIAU. 
it ilO nN FOOTIAU. 
it lOCAl MCH SCHOOL tASXEnAU 
it EVANSVIUC COUECE •ASKETOAU 
it INDIANA UMVEISnY tASXETOAU 
it INDIANA MCH SCHOOL TOURNAMENT. 
it NCAA tASXETOAU TOURNAMENT 
it EVANSVIUC MAVIS lASOAU . 
^ SOO Mill INDIANAPOUS SKEDWAY RACE 
it OTHH SrORTINC EVENTS AS THEY OCCUR 

Sport* iMon LISTENERS. Lbtonon moon 
RESULTS, lot u« pfovo our wrer^ lo you. 



tabMt i. MdMMh, GwMfol Monog w 

iirMHNno IT 
Thm Ct»ni« P. H«)U>nb«r|r C »iiipony 




*A RADIO IN EVERY ROOM" 

Evansville, Indiana 



luiman nroli\;ilions licxond ad\erlis- 
ing <'ojj\ lo acli\ ilic« tuu e considered 
largcl) nn-^ lianical, -ncli as media; 
functional, such a> ]>ackaging; >lali.s- 
lical, such a- market aiuiKsis. \\p are 
i'\cn e\])erimentiiig wilh the use of 
nnjlixation resean h iji hidjjing design 
new j^roducts and new packaging, be- 
cause the emotions und atlitudes of 
human beings are the real root of 
each of ihese problems. 

"Siu h re>ean h C(mld (crlaiiily not 
a< hieve maxinmm u-efulnos weie il 
condiK ted b\ jirofes>ional social sci- 
entists working alone with little prac- 
tical knowledge of advertising. Neither 
could it be d(me bv jtrofe-sional ad- 
vertising pe()j)le untrained in the 
knowledge and use of motivation re- 
search. In our own agency we ha\e 
learned lo combine and fu-e a real un- 
derstanding of both advertising and 
nioli\alion research, thus creating a 
new lechni(|ue in which the total is 
greater than the sum of the parts.' 

(Recenlb Weiss & C/eller s motiva- 
tion de])arliiient made a 2.5()0-mile trip 
through 11 cities in five states and 
conducted 78 depth interviews with 
retailers. Weiss says: '"Over and over 
again we found that pricing and styl- 
ing of a line were not nearly so im- 
portant lo a retailer as his feelings 
toward the manufacturer's re])resenta- 
live who called on him. ') 

Jdiiic.v >!. Ct'c-il. president, Cecil & 
Preshrey. ,\etv York: "I find Dr. Dich- 
ler s article provocative and interest- 
ing. ] think most old hand?, in ad- 
verli>ing will agree that an imagina- 
tive a])proach to media bin ing is high- 
ly productive and that inefficiency 
lurks in the adoption of a conventional 
and traditional approach. Media buy- 
ing can be creativ e and should be crea- 
ti\p. The more creative the approach 
the moie productive the advertising, 
whether il is media or cop\ yve are 
dealing with. 

"W hile Dr. Dichlev slres?es the in- 
tangibles inv olved in media bnv ing 
and spotlights the weaknesses of a 
timid approach, I am confident that 
he does not mean that the media buv - 
er >hould throw awav the old yard- 
sticks of physical evaluation. 1 take it 
that he reconnnends broadening the 
biivers perspective by encouraging 
him to disregard pbv sical nieasure- 
ments of s]>aco luiving when the psy- 
chological factors in the situation en- 
courage departure from tnidilion." 



.S<r'|i/ir'ii<* IHetz. v.p., Heuitt, Ogiivy, 
lienson di: Mather, i\eiv York: "The 
value of this article is its highlighting 
of the need for men who have a total 
apjjroach lo the problem of an account 
rather than .H])ecialisls. 

'*'l his. I submit, is as much a prob- 
lem ill an agency organization as il is 
in media evaluation. It is the problem 
of agency organization lo bring lo bear 
on the j)robleins of a client the brain 
power of each individual group of spe- 
ciali>t- within the agency in such a 
way that the specialists see the whole 
job and study how besl they can help 
to accomplish the whole job. 

"In loo many agencies il is the |)rac- 
lice for the job lo be divided into 
small jiieces without letting the special- 
ists -ee the vvliole job and without let- 
ting llieiii combine their talents and 
ideas with those of specialists in other 
departments in arriving at a recom- 
mendation." 

>f«rr()ii llurprr Jr., president, Mc- 
Cann-Erickson, j\ew York: "I found 
your last piece (Part III of 'Psychol- 
ogy of Media ) most fascinating, prob- 
ably for the same reason that any pa- 
tient is interested by a clinical diag- 
nosis of his own behavior. It's easy 
for Us ill advertising to become pre- 
occupied with consumer motivations lo 
the point of neglecting our own. Dich- 
ter s observations are extremely pene- 
trating, though thev re put in the form 
of generalizations which a lot of peo- 
ple won t swallow as applicable for 
their own particular case. 

"There are certainly many fortui- 
tous and accidental factors which 
shape advertising decisions apart from 
the rulebook. and even part from un- 
conscious motivations like fear or in- 
se< urilv. To the extent that we recog- 
nize the existence of these non-rational 
influence- on our own thinking. I think 
it becomes more nearly possible for 
uS to seleit media objectively and 
wiselv . " 

/I. I'. Coif, president. Cole and Web- 
er. Portland. Ore. : "In my opinion this 
is one of the besl (of the media arti- 
rles). even though it will leave room 
for differences of opinion and argii- 
menls. 

"There is much thought-jjrovokiiig 
material here — and if we want to be 
honest with ourselves considerable 
Iriilli." * ★ ★ 
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A 

realistic 

approach 

to radio 

advertisin 

Lee's be realistic — you, as a time buyer or advertiser, have a perfect 
right to question the selling power of radio in any market. Let's be 
equally realistic about proof of selling power of any medium. Posi- 
tive proof is difficult to obtain. Too often variables outside the ad- 
vertising structure affect the sale of the advertised product. 

We believe, however, that at WSM we have an indication of the 
effectiveness of WSM radio that pinpoints selling results in an unusual 
way. 

WSM is not a mail-order specialty station. There are few mail order 
accounts which can meet our specifications. However, we. know that 
in the mail order field, as in no other, sales results are quickly and 
directly measured. 

Thus our interest in the latest figures from Noble-Dury & Associates, 
advertising agency for the Carter Chickery of Eldorado, Illinois. For 
nineteen consecutive years Carter Chickery has been a successful WSM 
advertiser with a live Saturday night program featuring Grand Ole 
Opry talent. Has radio paid off in direct sales in 1954? "Using no 
advert} sing but our WSM program Mr. Carter has sold over tivo 
million baby chicks priced as high as $43.93 per hundred this season," 
reports Noble-Dury. "This is the second biggest year in Mr. Carter's 
h'iUory, exceeded only by 1943." 

Being realistic — radio continues to be the great mass selling medium 
<n this Southern market. 

And as alwaySy ranks 

NASHVILLE • CLEAR CHANNEL • 50.000 

IS lULY 19S4 




ROTISSERIES ON AIR 

I Conlinurd fnmi jxific I 

I \ . 2:(l()-2:.'vl) |mii. ;h ri)--llif-l><t;it(l : 
^/(Af/// iilams Kildirn Fare, \\ \I5I), 
\\<-(lii(-<I;u>« ;m<l Fii.hiN*. I 1 r.'^O- 1 2 
noon; new x j^tv |i\ \itliui \ iiii Horn. 
W I \ , I I :(UI 1 1 :IU p.m.. a< lO'-- 
llH-lniaril; Tlir Trtl Strcif Sliou , 

'I ne>-<la\^. W f<lii('s<l;i\ s 
Fr i(l;i\>. I :.'ir)-r>:()(l 

Slciiihodk liild si'()N<()i( tluit IJinil- 
(Juik -.ilfs ill 19.").'^ wfi-e hctlcr tluiii 
(luuhl.- tli(> I">')2 gK.-s tliat i-^ ^10 mil- 
liiiii in (Ie>|)ile iiicicascd toiii- 

pctilion. Hroil-Oiiik's di-tiil)ulioii pal- 
trrn fiiitlicr rcflc< t? the growth of lli<* 
rmii. Ill l'ccrl("S'i I'Icclrw- >ol(l 

it>- Ihoil-Qiiik inaiiiK in pijilil iiiajoi 
cities. 15v spi inj; 19") 1 (li>tril)Ulion had 
iMilaigcd to eiK'()inpa» over !■() major 
ami M'condary markets. 

\l lliis lime liroil-Oiiik felt that it 
uas ready for li more national adver- 
ti.-iiijj; etTort. In \pril lii(k> & Creisl 
ua< appointed as it> new aj:ene\ . 

""Now llie lime has ( ome for network 
t\." Max Steinliook told si'ONSOK. 

In si>rinir 19.51^ llroil-Ouik (through 

II irks X GreistI (h^ ided to hu\ into 
NHC '1"\ s Home, with \rlene Francis 
lo <c\\ tlie broilers. OriginalK. Broil- 




UMBOS, GEO^(?//) 



Onik \\a- stiiednled to go on Hume 
earl\ in spring, hut the y\rmy-.Mc- 
C.arllu Iiearing- dehned the firm's 
network l\ dehnl. A- June rolled 
around. I)i< k Sranloii. Ihoil-Ouik a/e. 
Ix'gan to wnrrx aliont the drop in 
Hdinc viewer^ hccau^-e of the Senate 
hearings and network plaii> were ])o>-t- 
polled until fall. Hroil-Qiiik will he 
oij the Home >how oiirc a week for 
( iglit weeks starting 1 C) September. 

I'eerle-s Fdectric |>lans to s|)end 
ahont >2.3 million in I954- a(l\ ertising. 
Most (jf the increased hu<lget is sched- 
uled f<ir spot tv program l»u\s in 20 
market- with emphasis on \ew York. 
In i\ew ^'ork Peerless l-]le< trie has add- 
ed a half-hour film show on WAHD 
to its liiieui): Life icilli Elizahelh. .Mon- 
da\s and Fridays, f5:3()-9:00 p.m. 

Max .'^teinhook is a relative newcom- 
er in the electrical ajiplianre field. He 
yot into the hroiler hu-iness in 1950 
when his father. Isaar Steinhook. de- 
cided to turn his somewhat dormant 
electrical heater business into a factorv' 
producing infra-red appliances. By 
\ears end it became apparent that 
Isaac Steinhook had made a monev- 
niaking decision. Max Steinhook aban- 
doned his photography business and 
<anie into the Broil-Ouik busine>-s as 
president. 

UHttt'lSroil was introduced in 1950 
by the Koto-Rroil Corp. of America. 
The firm s advertising effort, however, 
began when the account appointed 
Products Services a? its agency in Feb- 
ruary 195.3. Roth Albert Klinghoffer. 
president of Koto-Broil, and Les Per- 
sky. ageiic) president and account ex- 
ecutive, agreed to put P>ri' '< of Koto- 
Hroil's S4.50.n00 ad budget for 1953 
into t\. 

This de<isi()n resulted from Hoto- 
Broil's successful debut on WiXBT. 
\ew York, ill Fehruar\ 1953. Uoto- 
BroiFs first tv elTort. like much of the 
firm"- suhsecjueiit t\ advertising, was a 
mail-order pitch. \ S1.400 weeklv ex- 
penditure ga\ e Kotod^roil nine an- 
nouncements per mo\ ie in Contimious 
Performance. Saturdays 2:00-5:00 
p.m. Phone calls to the station and to 
department stores as a result of this 
t\ ])articipati<m comiiiced Koto-Broii 
of the .selling power of tv. R\ snmmer. 
the hrm tallied 1.000 plione call- a 
week in \cw ^ ork alone. 

In August 1953 Koto-Broil was 
read) lo increase it- Iv expenditure-. 
Products Service-; produced a sliow for 



IJoto-Broil, Roto Magician, which was 
originally (hnie li\e on W'PIX, but 
pai<l ofl so well for the firm that it 
was then filmed for use <^n maiiv sta- 
tions. 'I'hi- 1.5-minute cooking ])ro- 
gram contains a <ieiiioiistration of a 
series of recipe- tiiat can be ])re|)ared 
on a rotis.-erie. Koto Broil i?- eoiistaiit- 
1\ on camera. 1 he film -tars Lester 
Mcjrris, a <liulil>\. energetic forin<'r 
|)itchmnm who is dressed like a chef: 
he |)lays the jiart »( a man who fook- 
as a liobliy. 

During each (A a series of .39 Uolo 
Magician films Le-ter Morris (li>cus-es 
\arious recijie- for entire meals and 
prcjceeds to j)repare them on the Koto- 
Broil. 

Some two aii<l a half iniimtes of the 
show are ilevoted lo a .-traighl coni- 
mercial pitch- a hard-sell message 
driven home b\ Lester Morri.s. Here's 
how it close-: 

"All you do is (all for a free 10- 
(lay home trial of the wonderful Koto- 
Broil Custom '400' C(Mnplete with all 
the handsome feature- \ou'\e seen. 
If you order now well see to it that a 
leading store in your area will deli\er 
your Koto-Broil "400' right away.'' 

Koto-Broil s plug of the local re- 
tailer, rather than a continuation of 
their previous mail-order pitch is part 
of their attcmjit to expand and solidifx 
their distribution. 

This hard-sell approach paid off in 
dollars and cents for Roto-Rroil. Said 
Les Perskv . president of Products Ser- 
vices: "Within a year Koto-Broil went 
from fifth place in national sales lo 
number one spot. 

(Broil-Quik concedes Roto-Broil's 
snpreniacv in Xew ^ ork City only: 
claims number one spot in national 
sales.) 

The Rolo Magician show was put on 
WPLX. New York, on a test basis, once 
a week 7:15-7:.30 p.m. in August 19.53. 
Within two weeks, the agency sched- 
uled the show acro-s-the-board. So 
satisfied was the sponsor with the sales 
results of tlii> program that Rolo Ma- 
aieimi ran on four \ew ^ ork t\ sta- 
'tions (WNBT. WPIX. WABIX NVABC- 
TV) as well as in 33 other markets. 

Roto-RroiF- summer air schedule 
consists of a mhiimuiii of one 15-iiiin,- 
ute show a week on each of the hd- 
lowing stations: W '1T\ . Bloomingtoii : 
WBZ-TV. \\T\0-T\'. Boston: WICC- 
TV. Bridueport: W \YS-1 V. Charh.lle. 
X. C: wkKC-T\ . Cin( innali: WXRK. 
Cle\ eland: W COS-T\ . Columbia. S. 
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II MEMO TO MEDIA 
BUYERS: 

WRBL Radio and WRBL-TV 
,lrc the ONLY media in 
Columbus with "AREA IM- 
PACT"! 

The only means of deh"vering 
your clients' messages to 92*7 
of ALL homes by radio and 
to 50^r of ALL homes by tele- 
vision . . . and, at lowest cost- 
per-thousand. 

WRBL AREA is IMPOR- 
TANT in the Southeast! 

Population 636,000 

Families 150.000 

Radio Homes 138,000 

Car Radios 82,000 

TV Homos 74,000 

Retail S.ile.s (000) ^(360,500 

E.B. Income (000) $670,000 




ASK 

YOUR 

NATIONAL 

REPRESENTATIVE 

You're on the verge of a decis'wyi, and a problem. 

What business papers to pick for your statioyi promotion? 

It's no problem lo kiss off, for your choice can have a telling 
effect o?i your national spot income. 

But HI here to get the facts? 

The amwer i,^ simple. Ask your national representative. 

He hnoTi>s. His salesyyien get around. They learyi which business 
papers are appreciated, read ayid discussed by buyers of broadcast time. 

His is an expert opiuioyi. Don't overlook your imtional representative. 
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CBS 

IN THE LAND 
OF 

MILKandl^NEY 

WBAY 

GREEN BAY 
5,000 WATTS I 



COMPLETE BROADCASTING 
INSTITUTION IN 



l^icinnoncl 

WMBG 
WCOD 
WTVR 



-AM 



-FM 



-TV 



First Stations of Virginia 

WTVR Bl«ir TV Inc. 
WMBG Tha Boiling Co. 



C; Wl'XX. ColiimLus; WLW-l), Day- 
ton; W'JHK-TV, Dc-lroit; WTTV, Du- 
lulh; KAHC-TV, r.os Ant'cles; KSTP- 
'r\ , .Minnoa])olis!; KMl'T, Oklahoma 
C.\U; KO.MO-T\, Seattle; WRGB, 
Nlicnecladv; \\S1'L)-TV, Toledo; 
W .MAL-'r\'', W'asl.iii-ton, 1). C; W'SJS- 
'r\ . W iiistoii-Saletn. 

In some inslanees tlie agency ran 
into resistance to the film from tv sta- 
tions which ohjected to lloto-Hroirs 
ai)i)lication of the "Charles Antell" 
fornmla — the propram-long pitch for a 
]) rod act. However, said Products Ser- 
vices e\('<uti\es, this obje<tion oc- 
< urred rarely and usualh onl\ in cases 
where a statioirs time was \irtually 
com])lelely sold and the station pre- 
ferred lo sell ])articipations in its own 
local cooking show. 

Uoto-Hroil's tv effort — the Roto Ma- 
gician show as well as live and fdm 
commercials — took some 85% of the 
firm's 1953 budget. To supplement 
this tv effort in New York throughout 
the year Koto-Rroil participates in Bar- 
ry Gray's nightly radio newscasts over 
W.MCA. 

New York has been traditionally the 
most important market for electrical 
home appliances. It was natural, there- 
fore, that the two most aggressive ro- 
tisserie manufacturers spent the bulk 
of their effort and money on becoming 
established in the New York market 
first of all. 

Prior to the development of thehroil- 
er-rotisseric, table model broilers that 
cook food through infra-red heating 
coils were being sold in the U.S. These 
had been on the market since the late 
Thirties, and here, too, the bulk of 
sales came out of New York. 

In 1946 Rotiss-O-Mat introduced a 
larger broiler for institutional use in 
restaurants and luncheonettes. This 
broiler was the first to feature a rotis- 
serie. Bv 1950 and 1951 several man- 
ufa< turers had added these larger oven- 
type broilers lo their line and in 1952 
these units outsold the old-fashioned 
table models by 10 to one. 

In 1952 some manufacturers added 
rotisseries to their table broilers, rais- 
ing the retail price of these units bv 
25' f over the previous }ear"s model. 
These broiler-rotisseries accounted for 
the greatest portion of 1953 broiler 
-ales. 

Products Services found early in 
1953 that a substantial segment of the 
rotisserie market can be reached with 
in(h"])endent radio stations like \N'Q\R. 



which program classical music. The 
agency is currently introducing its ra- 
dio formula, successfully tested in New 
York, into other markets. Although 
The Roto Magician film has helped 
sell rotisseries as a necessit). Products 
Services does not want to overlook the 
significant portion of the population 
who can afford rotisseries as the lux- 
ury item that it essentially is. Also 
aimed at this class of audience is Roto- 
Broil's s]jonsorship of The Steve Allen 
Show, WNBT, Mondays, ll:20-mid- 
night. 

According to store executives, Roto- 
Broil's air advertising has tremendous- 
ly increased store traffic as well as de- 
mand for the rotisserie by its brand 
name. Among stores that reported a 
big increase in business are Outlet 
Store in Providence, R. 1.; Snellen- 
berg's and Litt Bros, in Philadelphia; 
People's Outfitters in Detroit; Jordan 
Marsh in Boston and Macv's in New 
York. 

As the end of 1953 came closer. 
Peerless Electric began to realize that 
Roto-Broil was rapidly becoming a 
major contender for number one place 
in sales. Roto-Broil s distribution was 
still concentrated in eight markets. 
Broil-Quik determined to throw its 
weight into New York City to beat 
Roto-Broil in the most important elec- 
trical appliance market. 

Besides a stepped-up schedule, Broil- 
Quik further fought competition by in- 
troducing an improved unit (retaiHng 
at S85.95). The price as as recently 
lowered to S79.95. This Raymond 
Loewy-styled "BroibQuik Super Chef 
is scheduled to receive the bulk of 1954 
advertising support. 

The unit includes a "Bake-O-Matic ' 
electric tray, a "Pop-O-Matic" com 
popper and two "Fry-Squares" to fr)- 
eggs. A heavy 30-day newspaper cam- 
paign started end of ?>lay to launch 
this higher-priced unit in New York. 
Beginning 4 June the unit was also ad- 
vertised via 230 10-second tv an-' 
nouncements over WNBT during a 
three-week period. 

Before introducing it. however. 
Peerless Electric cleared out its inven- 
tory by putting its "BroibQuik Robot 
Chef," a S59.95 unit, on the New York 
market in greater quantities than ever 
before. Since the Broil-Quik Robot 
Chef was available to discount houses, 
the price on this unit began to drop. 
This move was countered w ith further 
price cuts by Roto-Broil. which de- 
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ElxnJi llu' \r"-\v ^ ink iiiEirkN. Whiil foi- 
IfHVftI was a |)rk(' ivar Hlitrli histcol 
ll;rf>iif!;h A|inl. asu] xvlrii li wiis i!c:i-fi- 
liinni li) Hri' iilrcadv-c'xisling problem 
of (li^»un| iioiises in the New York 
awn. 

Ikul Oii= ]hr[fe war heen waged in 
;i (lorliriinp innrtel. holli niaiiufacturers 
efju|[i iiKVc IjE-eii permanently hurt 1)\ 
il. liiiwf'vrr. tliree factors contributed 
lowai'ii I'ndlii;; I he trend: (1) The de- 
rn;ijid fin rf>liiii^erie-; kept rising under 
lIic prcs?uie cif intensified tv advertis- 
iij^ oil the part of both major rotis- 
&crie iiiaiiufacUirers. (2) The price 
ivar was wii<*pd in New York City, did 
ti{)l spi'i^ad lo filher maikets and could 
tlifirf=forp be coJitroUed. (3) Discount 
housifrs. iv'hifh tend to intensify any 
prin* !'uttin|i. Are strongest in the New 
Y^rk iiiftiopfiiitan area. Both manu- 
facluriETs f'laiiii to be fair traders and 
sjj) ihcy limit distribution to out- 

lets th;i1 iiliide by the nationally set 



Itnlo-Uroi] Corp. of America con- 
tlimt'd tn jnjsli distribution in all ma- 
jof U,S, markets with spot tv program 
buys iind paiiicipations. 

Siiifc spring 1954 Roto-Broil has al- 
so h^ffu imMiing distribution into 50 
smaller markets, forging distribution 
with its spot tv program buys. The 
pattern for forging distribution is usu- 
ally the following: Live demonstrations 
in department stores and major home 
appliance stores, followed by heavy tv 
advertising. These in-store demonstra- 
tions generally tie in with the tv pro- 
graming — in fact, Lester Morris often 
apj)ears himself in these stores to show 
various uses of Roto-Broil. 

That his salesmanship is effective 
can be seen from just one write-in re- 
sult: In fall 1953 Roto-Broil had put 
out its own cook book to promote 
cooking with a rotisserie. This book 
retailed at $1 and was sold at the vari- 
ous stores that sell Roto-Broil. Roto- 
Broil advertised this cook book with 
announcements in the Rolo Magician 
show on WPIX in October 1953. The 
announcement produced 30,000 written 
requests for the book. To date 130.000 
copies have been sold. 

Other rotisserie manufacturers have 
not advertised as aggressivelv as the 
two relative newcomers, Roto-Broil 
and BroibQuik. However, the consen- 
sus among their ad managers points to 
greater use of the air media within a 
year's time. 



;Tf<frliiii jTlfj/. Co., m;ikers of Bhirk 
Angus rotisscrics, have been making 
broilers for the past 15 \ears. The 
firm claims national (li^tl ibutioii. In 
April 1951' they aj)poiute(l Harold 
Mit<'hell (](). agency for Black Angus. 

No definite |)laiis have been formu- 
lated for Black Angus to date, but it 
is certain that New York will be the 
target of the first heavy advertising 
onslaught. Tv is scheduled to get the 
prodominaut chunk of Black Angus' 
approximate $200,000 budget for 1951., 
though the agency hopes to use radio 
as well for greater brand name identi- 
fication. 

Itormein'r Co. advertises its rotis- 
series as one of its many ele<:trical ap- 
pliances through John W. Shaw agency 
in Chicago. This firm, too, claims na- 
tional distribution, but Dormeyer's 
New York sales manager says that the 
firm is strongest in small-town markets 
rather than metropolitan areas like 
!\ew York City. 

In 1953 close to three-quarters of 
the finn's SI million advertising bud- 
get for its complete line of electrical 
products went into newspapers. Dor- 



Mie)cr is oidj a sporadic user of spot 
rjulio and t\' aiinouiiceiiieiits. 

Ko(i.v.v-0-.Vf<f( Torp. iiitro(lu<-ed its 
Kotiss-0-\lat in New York through the 
Cetsclial Co. a|)proxiinat<'ly eight years 
ago. Without great advertising expen- 
diture this rotisserie gained wide dis- 
tribution, becoiiiiiig strongest on the 
W^est Coast. IIowe\cr, with the entry 
of the two more aggressi\e competitors 
into the rotisserie field. Koliss-O-Mat 
l<cgaii using spot t\ anriouiicemenls. In 

1953 the firm increased its ad budget 
by 50': over 1952. Despite this ef- 
fort, says Rotiss-O-Mat £id manager, 
sales did not bold u|j against hcav\- 
speiiding Broil-Quik and Koto-Broil. 
Kotiss-O-Mat's advertising plans for 

1954 are not \et full) formulated. 
There are six other manufacturers 

who make broilers and rotisseries. 
These, however, have regional or more 
limited distribution than the five men- 
tioned above. 

As for the two giants in the field, 
there's one thing that Roto-Broil and 
Rroil-Quik agree upon: Broilers were 
a relatively dormant industry until tv 
demonstrations popularized rotisserie 
cooking. , * * * 



IN SINCERE APPRECIATION 
to 

THE ART DIRECTORS CLUB 

for 

AWARD FOR DISTINCTIVE MERIT 



MICKEY SCHWARZ 

director of 

"Bather Narrator'' — Ivory Soap Commercial 
for Procter & Gamble Company — Compton 
Advertising, Inc. 

Oiilv **livo" filmoil eoiiiiiiereial to win tlio 1054 award! 
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— J CAN UHF SELL? 



HAROLD STORM 
I RESIGNS 

KMBC-KFRM-KMBC-TV 

Ihiiold Storm. \t'tn;m radio 
niitl television de|)nrtmeiit liead 
lia> re'-ijiiied his |)o>iti()ii a'- 
l)ire<tor of Promotion. KMB('- 
krUM KMHC-TV of Kansas 
(;rt\. Storm is -eekiii*: a new 
( onneelinii, 

In addition to a imrkuround 
of I I \eavs of radio and <! 
\eiirs of tele\i>ion. Storin has 
had e\(ellent hu^inPss ex|»eri- 
en< e. I'rior to cnteriiijr radio 
fnlltime in 1910. he wa- di- 
re( tor of radio and assistant 
.uherti>in<r niana^'cr for a <-hain 
of <:r()< er\ stores. He has had 
experience also as an assi>;tant 
^ tralli( inana<:er and as credit 
manager for hoth wholesale 
and retail credits. 

Station experience iiK ludos 
W'.NAX. Yankton. S. I).. KSO 
and KUNT. Des .Moines. WOW 
and \\'0\\Vr\. Omaha. KVWl 
Omaha and KMMC-KFH.M- 
KMBC-TV. Kansas Cit>. Well 
\ersed in all radio and tele- 
vision sales, promotion, pro- 
•:rani and managerial prohlenis. 
Storm i- seeking a position 
i th.at will fullv utilize his talents 
and expi'ri( jice. He is 4'^ vears 
old. lie is ^teadv and moder- 
ate in all things. He and Mrs. 
■^torni lui\ e a 5^011 and a 
daugliter. Both the voung 
people are in college. Mr. 
Storm is an expert at sales pres- 
entations. piihlicit\ and ad- 
vertising. 11c has produced 
several industrial and (hxu- 
ir.entarv films. 

Among lO'i'.i a<'<(implishments 
were ten national awards for 
KMHC. ."^torni is also experi- 
enced in puhlication work and 
wa^ n^ enth named "Kdilor of 
the Year" In the Kansas Cit\ 
Industrial Kditor-. 

Storm can hr rctirhrd nt fi6'i5 
Locii.sl, haiims, Cily 10. Mn. 
Trh'plioni' J.lrliUnn ]'JI'i or l)^ 
u riliiip (•(//■<• of 

SPONSOR. 
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t C.onlimifd from pojie 4ii I 

(|ualit\ and ratings, and as the numlter 
ol tv sets ill the T.-S. increased, thc^ic 
slots l>e< ame the eii\ \ cjf fither adver- 
tisers. I hf operators feel that a new 
|»ionceriiig < v< le is in operation on uhf 
outlets. Already advertisers like Aiisco 
I films I. Fritos (a corn snack I and 
Mogen David Wine are moving in on 
what is likelv to be a .series of well- 
rated uhf '-jjot jteriods. 
• Svndicated film advi-rtisers who 
spot their tv film shows in a nuniher 
of marki't>. \s film advertisers are 
fullv aware, networks have lately heen 
striving to recapture more and more 
" station option' time in which to air 
late-night and afternoon network pro- 
grams. This |»uts the squeeze on vhf 
stations in many areas. Willi more 
available time in many cases than a 
competing vhf outlet, uhf stations are 
in a position to ofTer some prime half- 
hour evening time slots to niulti-inar- 
ket film advertisers— and will guaran- 
tee the slot for at least a year and the 
rate for at least six months. 

Meanwhile as a reminder that uhf 
stations perforin like other tv station? 
— that is. they can sell merchandise 
and .services successfully — SPONSOR 
presents several uhf tv success stories. 
These reports were gathered as part of 
a .SPONSOR survey of the 122 uhf out- 
lets now on the air. 

\dmen will note the wide variety 
of hoth advertised products and air 
advertising vehicles. 

Wilkes-Barre. Pa. \WHRE-TV, CIi. 
28): One of the most conmion faults 
admen like to find with uhf television 
is usuallv stated as "uhf doesn't reach 
out as far as vhf and can t reallv do a 
job." This, however, doon't take into 
account the fact that the FXC has 
granted uhf stations higher power to 
push the signal out to limits that re- 
senihle vhf. W BRE-T\', for instance, 
has installed a 12..^ kw. transmitter 
which gives the station (because of 
antenna de>ign I an elTective radiated 
pov\er of 22.'i.()00 watts and a signal 
out to about 70 miles. The station 
reaches over 1. 57. 000 tv families, 

\lthough \\'HUE-T\' carries almost 
all of the M>C TV commercial network 
shows, it also produces nianv v\ell-rat- 
cd s1h)v\s for spot advertisers. One 
such sl)nv\ is Rrv\ru\ sponst)red 

bv Motor 'lv\ins, a local F~ord dealer. 

The program costs SI 1<! v\eeklv. in- 



eluding time, talent and production. 

.Said Bussell W . Frantz, president of 
the auto firm : 

"'Motor Tuins \eu-s Review has 
never failed to produce tangible sale- 
results — usuallv the day after the tele- 
cast — and. in some instances, the re- 
sults have been amazing. Recently the 
sale of .'^2 used cars was dire<-tly trace- 
able to one Sundav evening telecast. 
.Many customers have come from dis- 
tant jjoints which we do not normally 
serv e. 

"Franklin Coslett's handling of the 
news and our advertising messages has 
been 'big league' all the way. Our 
customers have told us. time and time 
again, that thev v\ere attracted to us 
by his sinceritv concerning us. Our 
salesmen swear b\ him as a producer 
of leads that are easilv converted into 
( ustomers. ' 

Fresno, CnL (KJEO-TV, Ch. 47): 
This (cntral California market is a 
competitive market — but it's all uhf. 
Two other stations. KBID-T\' (Ch. 
.5:^1 and K.MJ-TV (Ch. 24) serve be- 
tween 85.000 and 125.000 tv homes, 
depending on the station s power. In 
such an area, uhf is the only major 
source of tv ; there is really no prob-; 
lem of "conversion." 

Sales results are what you d expect 
in a new tv area — striking. 

On 3 Mav 1954, for instance, a real 
estate development named Highland 
\'illage bought uhf tv to promote a 
new Fresno subdivision. Fir^t com- 
mercial went on the air in the 2:30 
p.m. to 4:00 p.m. Del Gore show on 
KJEO-T\ . By the following morning 
Tom Roberts, aeneral manager of the 
subdivision, called the station to re» 
port that the single commercial had 
sold three S9.000 homes directly. To- 
tal cost of the announcement on the 
uhf outlet: S31. This was a return on 
the advertisers investment of around 
900 to one. 

Portland, Ore. \KPrV, Ch. 2T 1 1 
Portland, hub of the nation's wealthy 
Northwest .ieclioii (apples, salmon, 
lumber, mining and ?o on I. was the 
country s first |)Ost-freeze uhf market 
and as such has closely been watched 
hv everyone from agency men to tv' 
man ufacturerSi 

Portland is also jJroof of another 
fact: \ ou can't make snap judgments 
about intermixed markets — particular- 
Iv if uhf gets on the air before vhf ouj. 
lets. Two stations serve Portland to» 
dav KPTV. a uhf outlet, and KOIN- 
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TV, a vlif Kl*r\' wont on 

first. RosLill^: Since tlie stiition liarl a 
ln";id ^tiirt ill iiliifli to line up spot 
and iictivin"t! Imsiness, 100% of the 
actv^ 111 thf? KV\ \ market are e(]uippe(l 
to get liolli vJiT inul uhf. The two sta- 
tjijiis therefore eonipete on an etpial 
|iii?.it.. each airing about half the top 

I^Pfiortefl l^lls^ell K. Olsen. manager 
of KFTV: 

"At'coi'dijig Iih !)ur most recent anal- 
S'sh, yur siiaticm has C()n?ifl(>ral)ly 
marc tola} rIoJbi- volume of business 
tliiij] llie vl]f sNilion in Portland. Our 
local volume, tmr analysis showed, is 
uicjre lliaci Iwice iis nmch as the local 
on yh.1 station. This is sig- 
iiificaiil because it shows the strong 
jiiTt!p!a;iei; nf ulif by the local people 
who knoTV the situation best. Our na- 
tional business !ae:s somewhat behind 
that of ihv \ht ^station, probably due 
itioslly to adverse publicity that uhf 
hiiif beeii ^otliiij: nationally. However, 
iiatioiia} sponsors are gradually begin- 
ning to rs?[ili/i; that Portland is the 
outi^taiiiiinj^ uhf exception. " 

Sagiiniw-iidy City, Mich. {WKSX- 
TJ\ Ch. 57 1 : Like Portland, Ore., the 
Sagiiiiiiw men ui Michigan (the state's 
ft.iurlh larf^est population area) is now 
an intt^nniKi'd niiuket, but the uhf sta- 
tion had a hearl start and is holding 
its own rigMiiist newcomer WNEM- H'. 
a vl]f nutlet. According to the station, 
there arf stniur 100,000 uhf-equipped 
home? hi thf.' W'KNX-TV area. In the 
nciir future, I lit* station expects to go 
From it? present EHP rating of 19.000 
waUs to 207,000 watts, thus intensify- 
hifi nnd expanding its signal. 

Aifionf^ \VK.\'X-TV's success stories 
it- this utiu For ihf John Schmelzer Fur- 
niture rontpan) (see photo page 42). 
Late in AprfL the firm contracted for 
three one-niiiiulc announcements fea- 
lujriiig a stwk id "television swivel 
rofkers.'' A live announcement, pro- 
dureil ]>)■ the sljition, was used. Re- 
sult; the first announcement the 
cntirt' stock of 24 rockers was sold 
i S.'i'S.iiO each > and an additional dozen 
rockers for l579.-iO each were also sold. 
'I hus, for [Hi investment of $86.34 the 
-''lore sold ^2.^(yi worth of merchan- 
di>e. vus-l: about S'Tc of the 
lota! sales return. The sponsor had 
lev ihift his other two announcements 
lu onc-minule films featuring Simmons 
Matlrpsses. i^hich in turn again boost- 
ed pmduft sales. At this time, the 
market was intermixed between vhf 



and uhf. 

At another lime, also after the \hr 
slalion started, a local aulo dealer 
i)ought a live show featuring local 
amateur and semi-pro talent. Last Jan- 
uary, the first program in the series 
produced 3,800 letters us part of the 
\()ting (it later ros(> to 7.000 weekl)). 
On the second program, the sponsor 
a(l\ertised five used cars, even though 
it was the height of winter. Three 
hours later, all fne cars were sold and 
1)\ the following morning two new cars 
w(>re sold us well. 

/re.s7 Palm Beach, f la. {U'lHK-Tl , 
Ch. 21) : This famous resort market is 
still a uhf-only area, although a vhf 
station is expwted soon and some 
fringe vhf ret'eption comes into the 
area. Station Manager Arthur L. Cni\, 
however, is <'()nfident about the out- 
let's future. He told si'ONSOK: 

■'Channel Two thrt)ugh 82 is televi- 
sion. It should not he separated bv the 
trade into a giant and little brother. 
Some operators opened a uhf tv sta- 
tion as if they wanted to go into com- 
petition with W'XBT, not like a sound 
business. If some operator wants to 
open a t\" station as a majestic synd)ol 
to his ego. that's fine — but don't holler 



ssheii the dough coming in isn't ('(|ual 
to the flough going (ml. ' 

T)pical (»f the local succc-;?- stories 
erijoxed b} the -tatioii is that of llol- 
ne>s Motors, a local Ford dealer, who 
re<-enlly lold the station : 

■'We contracted for a sjxit on jour 
opening night with a certain amount of 
misgiving. Ilow('\er. from the tele- 
phone calls and personal f'ontacts that 
we made as a result of that spot, we 
are happ\ to he in a position to con- 
tract for spot announcements that will 
run for the next \eai. This ad\ertising 
medium has opened a new potential 
with us for customers. Keep up the 
good work." 

Pittsburgh, fa. [WKJF-TV, Ch. 
.^3) : This important industrial me- 
tropolis, home of Gulf Oil. Westing- 
house and V. S. Steel, has long b{>en a 
])r()bleni market for tv advertisers. The 
one vhf station on the air, l)u Mont- 
owned WDTV, has been jammed with 
network shows for se\eral vears. But 
two uhf outlets, W KJF-TV and WFNS, 
have recently been a factor in creating 
new competition in this area. 

WKJF-TV. however, recently sus- 
pended tv operations (although it did 
not return its c.p. to the FCC). Rea- 



WORDS TO THE WISE 

MICKEY SCHWARZ, president of A.T.V. Film 

Productions, has been assigned by Compton 
Advertising, Inc., — for the Second year 
— to produce and direct Procter & 
Gamble's ''Fireside Theater" formats 
and commercials, featuring screen star 
Gene Raymond, for the 1954-55 season. 

A. T. V. FILM l»UOD t CTIOiXS, I AC. 
1600 Broadway • New York 19, N. Y. • Circle 7-6434 

"Creative Motion Pictures for Television" 
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-<tii: iKit fiioii;:li ailM'iii-iii>; vupinnl 
fr(t[ii citlitT iielwiiik or -|»ot a<l\filiv- 
<-i-. Mitvt >|tiin-(M<. il ;iii|ieii red. jirr- 
ft'llrd Id I itiV\(l mild tlic l(M iil \lif <>ul- 
^oiiK-w licrr r.itliiT tliari lake a 
cliaiicc 1)11 iilif. I'sfii lli«)ii<;li tilt' <()ii- 
\i*i<it>ii rale wa-^ u\ri Mi' t in a mil- 
luiii-t\ -litiiiU' area. 

\(it that W kJF-T\ (li(lii"l |uo(liii (' 
r-^ii1k. It (lid. IliMc a t\j)i(al local 
^111 ri'^<: 

IV'iiii iiakitii; (!<».. wIi'kIi a 
( liaiii of ci'ilit >tor('». hoiijjlit lluee l.> 
iiiiiiut*' ^('jjiiu'iiU on the lofalK pfo- 
diKcd Emit' \('fj >lio\\, wliicli fca- 
liiri'il ()r<:aiii>t Neil j)la\iiig rc(jiie--t 
nuMihtMs. After llii' ?e< <)iid -et of three 
.»('giiient.-. the owner of the I'enri I5ak- 
iuj: cluiiii re|torted that his husiiic.»> 
had donhlcd. with many peoj)le dail\ 
a-kiiij; for Ernie NefT >|)ec"ials. 

Savraineiilv, C.al. {KCCC-TV , Ch. 
401: 0|)eralin<r in a uhf-onl\ market. 
KCCC- r\ s general iiianajier. A-h|e\ 
h. Kohi-ou. lold SPONSOR of these lo- 
<'aMc\ el 5.n(Te>-('- : 

Mo<:eii David Wine — This national 
s|)()t advertiser uses the Dollar A Sec- 
ond show in Sarraineuto. The local 
distrihutor reported that after three 



"T 11 o A 111 eric a ii 
S t o r y" 

'•Tlic .\in<riraii Slorv" 
U :iiii>lli<T imporlaiil H>1 1 
l'ro!:r:iin Series nhioli join? 
viuli fiaUires as llie <'.<>ii- 
< < r| Miivic scries, the Hook 
Parade, Milestones and the 
either <«Miliniiities used h> 
linndreds <if liroadoasters 
repnlarl.^ . 

The sialT of KM I can 
think of no more satisfv- 
iiifr wiirk. in the midst ot a 
tr<nd>hd «<irhl. dian to 
|da> a |>art i" tin- ristate- 
ini-nt, in words and ninsic, 
<il the faseinatinp slor> of 
onr ronntrv's oripiii and 
f;ri>« th. 

Sample scripts of "The 
American Story" have 
been mailed to all broad- 
cast licensees of BMI. 
Full details will be for- 
warded on request. 



iiioiilhs on the air sales had increased 
350' ( over I he Novenihcr-l)e<cinher- 
Jamiar\ le\el of the |jrevious \ear. 

.*^kin Deep In six weeks, this new 
licanU prodiicl (jhtaincd over OC'c dis- 
Irilintion in llic KCCC- I N' co\era^e 
area and some ?5.000 in sales. 

Kilchen Fresh Potato Chips Spon- 
sors of the locall) produced Casey and 
SiSi projrraiu and using no oilier ad^ 
\ertisiiig, this firm in a few weeks ex- 
tended its deli\er\ routes and adderl 
two adflitioiial trucks as a result of 
t\-indnc('(l sales. 

I he station is affiliated with all four 
t\ networks on a per-program hasi?. 

★ ★ ★ 



BHOADCAST MUSIC, INC7 

NEWrORK • CHICAGO • HOLLYWOOD 
TORONTO • MONTRiAL 



STATE FARM 

(Continued jroni page 35) 

agency force by supporting its sales 
efforts. 

3. To obtain new sales by acquaiiit- 
iiig prospective members with State 
Farm and its advantages. 

Previous to February 1951 (when 
the firm started in radio), State Farm 
used only piagazines. headed by Life 
and Time and including science and 
farm publications. Feeling thai its 
jjiinl schedule needed some supple- 
menting and that it would also like 
to get its message across with greater 
urgencj and frequency than the mag- 
azines alloued. the firm turned to net- 
work radio. I bis air medium w as at- 
tractive be<anse it not onlv ofTered 
ihe opportunity to reach a large audi- 
ence but it also allowed the flexibility 
of "dealer cut-ins." The local State 
Farm agent could break into the net- 
work commercial and gi\e his name, 
address and phone number. Since 
State Farm operates througb its local 
agents, this would naturally be of in- 
estimable \p'ue. 

^o in Febriiarv 1951 Stale Farm 
began spoiisorshijj of Cecil Brown on 
Mutual on a once-a-week basis. The 
firm's total ad budget then was S450,- 
000. with approximateh $200,000 go- 
ing for the radio edort. 

In December 1951. Cecil Hrown was 
expanded to twice a week (fi\e niiii- 
iitcs pci show). This continued till 
March 195T when the Sattirdav night 
Prow 11 sho\s ^^as supplantcl \^ilh a 
lO-niiiuite ,sp,jit^'ast b\ Jack Hrick- 
housc. 'I be Brown show on Sinida\ 
was also expanded to lO ininnti^. 

In sponsoring a <<tminentator like 



Brown, State Farm is aware that he 
will often i'Xj)resi, controversial \iews 
and thai its sjMjusorship might be 
construwi a> tacit endorsement. The 
coin|3any. however, looks on the edi- 
torial jjortitJii of the prcjgram as al- 
most separate fr(jiii the commercial a-, 
peel; it state- that it is bii\ing an au- 
dience, not Browns views, and thai 
its only endorsement of Brown is its 
approval of the si/e audience he makes 
available for the firm's commercial 
message. ''WV don't presume to have 
aii\ deep-down jjhilosOj)hy on this sub- 
ject," -ays Bi-chofT. "and feel that it's 
a |)roblem for the networks and broad- 
casters in general to resolve.'' 

The compans tries to coordinate 
and retain a basic identits in both the 
air and jjrint efTorts. Currently, the 
copy theme is centered around careful 
dri\ing. Print ads appear in Life, 
lime, f*opular Science, Popular Me- 
chanics, Farm Journal, Successful 
Farming and about a half dozen other 
farm |3ublic3tions. 

Radio plugs are delivered bv ah- 
iKJUncer Ted Malley on the Brown 
show, b\ Jack Brickhouse himself on 
his jjrograin. Here is a tvpical com- 
mercial by Brickhouse: 

Do you think your auto insurance 
cost is too high? IFould you like to 
cul it down — cut it down perhaps as 
much as W'c — without cutting down 
benefits? Well, if you're the kind of 
driver who's careful, uses good judg- 
ment and common sense when behind 
the wheel, it should be easy for you to 
do. For it should be easy for you to 
qualify for membership with State 
Farm Mutual — the famous "careful 
driver insurance company." 

7 he cost of State Farm insurance is 
lower than the cost of ordinary auto 
insurance- in many areas as much as 
40'^( lower — because State Farm de- 
liberately aims to insure careful driv- 
ers only. This holds accident costs to 
a minimum. For full details — includ- 
ing the e.xact amount you can save if 
you qualify for membership, talk to 
any one of Slate Farm s 7.000 agents. 
There's no obligation, of course. And 
ril be back at the end of the program 
to tell you how lo contact the agent 
nearest you. 

At the end of the program, local 
agents are identified on individual sta- 
tions. 

State Farm has Tiiade use of this lo- 
< al cut-in in another way. W ben stales 
were passing .safety resp<»nsibrlity laws 
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The Industry's Acknowledged Reference Guide 

Fall 1954 TV Factbook 

Semi-annual Edition of Juiy 15, 1954 (400-pp.) 

Contains more than 50 directories, in one 
convenient volume, giving you the precise 
information you need, quickly, accurately, 
and completely . . . saving you countless 
hours of valuable time. 




TELECASTING 




TELEVISION STATION DIRECTORY 

Rate digests, personnel, facilities, and other data covering oil 

commercial telecasting stations in operation in the United States 

and Canada as of July 15, 1954. 
TELEVISION NETWORKS: RATES, PERSONNEL & DATA 

With inter-city hoolcups presently available via coaxial-microwave 

connections, 
TELEVISION STATIONS IN LATIN AMERICA 

Operating or authorized as of July 15, 1954— with personnel, 

facilities and other data. 
FOREIGN TELEVISION STATIONS 

Operating or planned as of July 15, 1954. 
TELEVISION STATIONS OF THE U. S. BY CALL LETTERS 
EXPERIMENTAL TV STATIONS AUTHORIZED BY THE FCC 

Stotus OS of July 15, 1954. 
OWNERSHIP OF TELEVISION STATIONS BY CATEGORIES 

Networks, newspapers, theatres & manufacturers owning or hold- 
ing interests in TV stations; multiple ownershlps- 
SALES & TRANSFERS OF TV STATIONS, 1949-54 

Including purchase prices, principals, etc- 
FINANCIAL DATA ON TV & RADIO STATIONS; 1946-S3 

Summaries as compiled by FCC Economics Division, 
NETWORK TELEVISION & RADIO BILLINGS 

Tabulated by months: 1949-54. 

THE TOP 100 NATIONAL ADVERTISERS OF 1953 

Listing dollar expenditures in the four major media- 

NATIONAL SALES REPRESENTATIVES OF TV STATIONS 

Including branch offices and lists of stations represented. 
MAJOR ADVERTISING AGENCIES OF U. S., CANADA & MEXICO 

TELEVISION PROGRAM SOURCES 

Directory of owners, producers & syndicators of live and film 
material offered to TV stations. 
TELEVISION SETS-IN-USE 

Latest available statistics. 
CONGRESSIONAL TV-RADIO GALLERIES 
FCC COLOR TV STANDARDS 

With Appendix describing operation of new System. 



TELEVISION MAP 



MAP OF TV AREAS & NETWORK ROUTES (Color Insert) 
{43 X 29-in.) 

Showing present and projected microwave and coaxial routes 
(accurately drawn by AT&T engineers), time zones, oil stations 
in operation, all cities over 10,000 pop., all cities with TV 
applications or CPs. 



STATION APPLICATIONS & CPs 



CONSTRUCTION PERMITS ISSUED FOR NEW TV STATIONS 

List of all CPs granted and rheir possible starting dates. 
APPLICATIONS PENDING FOR NEW TV STATIONS 

Complete tabuEation of all applications filed with FCC, includ- 
ing addresses, facilities sought, proposed equipment, principals 
/ and other data. 



CHANNEL ALLOCATIONS 



VHF & UHF ALLOCATIONS BY STATES AND CITIES 
Including U. S. Territories and Possessions. 

VHF & UHF ALLOCATIONS BY CHANNELS 
Under New FCC Rules & Regulations. 

CHANNEL ALLOCATIONS FOR CANADA AND MEXICO 
Assignments affecting border areas. 

STATIONS AUTHORIZED, BY CHANNELS 




MANUFACTURING 



TELEVISION RECEIVER MANUFACTURERS OF U. S. & CANADA 

With addresses, executives, plants, etc. 
CATHODE RAY & RECEIVING TUBE MANUFACTURERS 

Including manufacturers of tube blanks, metal cones, face plates. 
MANUFACTURERS OF TV TUNERS 

Including manufacturers of UHF converters. 
TV RECEIVING ANTENNA MANUFACTURERS 

With trade names and description of products, etc. 
PHONOGRAPH & RECORD MANUFACTURERS 
TELECASTING EQUIPMENT MANUFACTURERS 

Directory of manufacturers of tronsrnittcrs, towers, ontennos, 

studio equipment, theatre TV, industrial TV, community TV. 
TELEVISION RECEIVER PRODUCTION 

As estimated by RETMA, by months; 1947-54. 
RADIO RECEIVER PRODUCTION 

As estimated by RETMA, by years; 1924-54. 
FACTORY, DISTRIBUTOR & RETAIL SALES & INVENTORIES 

TV and rodio, as estimated by RETMA by months; 1950-54. 
TV & RADIO TUBE SALES 

As estimated by RETMA, by years; 1922 54. 
FINANCIAL DATA ON TV-ELECTRONICS MANUFACTURERS 

Year-by-year tabulation of soles, profits ond dividends. 



MISCELLANEOUS SERVICES 



FEDERAL COMMUNICATIONS COMMISSION 
Directory of organization and personnet- 

ATTORNEYS PRACTICING BEFORE THE FCC 
Specializing in TV-radio practice. 

CONSULTING ENGINEERS & ENGINEERING SERVICES 

Directories of engineers specializing in TV and radio, technical 
services, management and planning services, station brokers, 
network engineering deportments, etc. 

ORGANIZATIONS DEALING WITH TELEVISION 

Advertising, broadcasting & telecasting; motion picture & re- 
lated groups; music licensors; technical groups; manufacturing, 
merchondising & servicing. 

RESEARCH ORGANIZATION DEALING WITH TELEVISION 

LABOR UNIONS IN TV, RADIO S RELATED FIELDS 

PUBLICATIONS DEALING WITH TELEVISION 

Trade, technical and advertising periodicals. 

CONGRESSIONAL COMMIHEES HANDLING TV-RADIO MATTERS 

"HEATRE-TV INSTALLATIONS IN USE 

COMMUNITY TELEVISION ANTENNA SYSTEMS 

State-&-City directory of those in operation, under construction 
or planned. 

VOLUME OF ADVERTISING IN U. S. BY MEDIA, 1946-54 



Television Digest 

Wyatt BIdg., Washington, D. C. 

Please send me copies of Fall 19S4 TV Foctbook 

(including map) @ $4.00 per copy. 

Name . . ... 

Company 

Address 



City 



State 



Q check herewith 



□ bill 
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ALBANY SCHENECTADY TROY. 



90,000 




If you use ;TV-film 
you need BONDED 
TV film service! 

Saves you Money, Worry 
and Mistakes'. 

' COMPLETE TV FILM SERVICE FOR 
PROGRAMS OR COMMERCIALS 

Shipping • Splicing * Routing, 
Scheduling, Print Control 
Records • Examination, 
Repair, Cleaning, Report on 
Print Condition • Storage 
Supplies, Equipment 



DED 



TV FILM SERVICE 

LOS ANGELES • NEW YORK 

904 N. La Clenego 630 Ninth Av*. 

BR 2-7S2S JU 6-1030 



PASTER, SAFER, LESS COSTLY... 
••cows* ff s Mer« f fl/c/«n»f 



a few \(';ir> Ikk k. tlie auto iii>iiraiH e 
<i>iii|)aiiit'» \\ci(* ( oiiducliii'; iiit('n.'?i\c 
(•aiii|)ai<iii> ill each >lat(* during au 
a^rccd-oii period prior to the efferlixc 
(late of llic law. State Farm utilized 
it> radio fa( ilitie> for tlic caiiipai{iii> 
I)\ ,-epa nitiiij; tlie afT(( ted states from 
tlie re>t of tlie network durinjr the coiii- 
men inl time, fiixiiij!: each local ( aui- 
pai^ii "greater e(Teeti\enesi? 1)\ lia\iiiji 
it a>-oriate(l with a national network 
>ho\\ . 

■'Kadio, " ?tates spokeMiian BischofT. 
"is most e(Te<tive when used eon<i?. 
tanlK and often. Its e(Te( ti\ euess stems 
from its repetitive impact. 1 he same 
messajze drunmiefl over and over a<:ain 
into the listener's consciousness has a 
(•uinulati\e effect. This is aided hy 
radio's compatihilits with other activi- 
ties." 

But State Kami also has a hif:h re- 
gard for tv which, it states, "has the 
unefjuallefl advantage of \ isual flenion- 
stration." 

CnrrentK. die firm is testing tv on 
the West Coast, 'I he venture started 



4k[Kafli c»f us has a rt spoiisibilitv i to 
iii-i^l that ^icllatiolls of good failh and 
la.-.le and .scn>f are never as go€>d a> 
Mheii these are preserved. This, I he- 
llo e, takes a good deal less courage 
than €'on>iclion — and a dedication to 
the proposition that ad>ertisin{; is uun-h 
better, uiorc resullful and less cosllv 
and more satisfvin«; at its host." 

FAIRFAX 31. CONE 
Prrxideni 
Fonle. Conp & lidding 
jVeic York 



in \])ril 10.5i. is running on C13S sta- 
tions in three markets. .San 1' rancisco. 
Los Angeles and San Diego. It con- 
sists of participations in a Morning 
Show t\j)e of i^rogram tailed Pano- 
rama Pacific, aired from 7:00-9:00 
a.m. in which Stale Farm .sponsors a 
news segnieiil twice a week. However, 
it is as \el loo earl) to predi< l any re- 
sults from this test. sa\s the company. 
\or can it he definite at this time 
alxmt any fnture tv activity, 

The State Farm Mutual Aulomohile 
Irisnraiice Co. is the oldest of the three 
.>late Farm companies. It was found- 
ed in 1922 and h\ 1942 had grown to 
first pla< e in the auto insurance indus- 
ti\. It ha- continued in this positicni 
to tlie present time. toda\ insures well 
()\(>r 3.()()().()00 aulos. 

Slate Farm s l^ife conipain <aiiie in- 



to heing in 1929. tile Fire and Cas- 
uah\ company in 1936. These com- 
panies, too, are showing health) husi- 
uess increases; the Life iiuome was up 
in 19,S3 over 1952, the Fire 337c. 
'1 lie nation s general economic state, 
according to the company, affects State 
Farm's business oidy to the extent of 
modifying its growth rale in national 
downturns and slightly boosting it in 
upturns, in other words, the compan\ 
has none of the cyclical peaks and val- 
le)s most businesses experience, onlv 
peaks. 

State i arni look- to the future with 
extreme optimism, sees only continued 
grow til. it sa)s, with si.x million new 
autos in the U.S. next year, it figures 
.somebody is going to insure them. 
Also, somebody is going to sell life in- 
surance to the "'niillion new families.'' 
and somebody is going to insure the 
"900.000 new dwellings" against fire. 
(All figures are State Farm's, con- 
tained in its report. "People, Policies 
and Progress in 1953.") 

For the Slate Farm .Mutual Auto- 
mobile Insurance Co. the bvword is 
now. "If we could write the third mil- 
lion in '53, we can write the fourth 
million in '55.'" * * * 



CROUP APPROACH 

(Continued from page 38) 

ket list is generally the result of jire- 
liniiiiary agency -client meetings at- 
tended by the account people, someone 
from marketing, possibly the media di- 
rector or the associate media director. 
During these preliminary meetings not 
Old) the markets but the budget and 
length of the campaign are decided 
upon. Tiniebu)ers are rarely called 
into these meetings. 

After the preliminary meetings fhe 
media department is asked through 
the account group to make recommen- 
dations on diis budget. The-e recom- 
mendations might show the number of 
announcements the client could afford 
per market per week for the duration 
of the jjrojected campaign. 

"Some three months may pass ho' 
tween the budget allocation and aet- 
ting the client s go-ahead on a cam- 
paign. " one timelnuer told spo.n.s<ir. 

From the client's market list the 
tiniebu)er then sets up file folders on 
n "jier market " ba-is. He then com- 
piles a list of all the stations in eacli 
of the markets on the list from Stand- 
ard Rate and Data. \ chart i^ jiiade 
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up l)y markets showing eacli station 
and its rep. This chart ser\es as a 
chocklist of necessary calls to reps and 
stations, if these are tiol represented. 

From this checklist the hujer or his 
assistant or serretar\ calls the reps 
and tells them what he wants. It gener- 
ally takes between half a da\ and two 
(la)s to make these calls. If the assis- 
tant or the timehujer's secretary makes 
the call, the rep often calls the time- 
huyer hack directly to confirm the 
availabilities he wants and to make a 
j)itch for the business. 

Usually the timebu)er gives the rep 
about one week to send along the avail- 
abilities. He then uses a second check- 
list to mark off the station, its power, 
its rep and whether tlie availabilities 
are in or not. When all the availabili- 
ties for a particular market are in. the 
buyer makes a choice and is ready to 
place the campaign. 

However, it usually takes from three 
days to four weeks between receipt of 
availabilities and the start of the cam- 
paign. Because of this lapse of time 
during which the client signs estimates, 
some time slots originally offered to 
the buyer by a station or rep may no 
longer be available. 

After making his choice from among 
the availabilities, the tiniebuyer gets 
Verbal and then written confirmation 
from the reps. This must be che<^ked 
for accuracy by his assistant or sec- 
retary. He also has to check on make- 
goods and credits. 

After he has placed an order in a 
market, he notifies the traffic de|)art- 
ment to send copy to the station. 

Once he has received written or ver- 
bal confirmation from the reps, he 
sends schedules out to the client (for 
field men, distributors, jobbers, oth- 
ers) . These schedules include the name 
of the station, length of the schedule, 
length of the commercial, whether it's 
live or e.t., the name of the adjacencies 
and their ratings, if available. 

During the course of a typical 13- 
week national spot campaign a time- 
buyer's contacts with other agencymen. 
clients, reps and stations may number 
200 or more ( see chart on page 37 1 . 

At Benton & Bowles, a timebuyer 
would be in touch with the associate 
and/or assistant media director at least 
three times daily during the prejjara- 
tor\ stages of the campaign. 

Before making recommendations, 
Jie'd have some two or three contacts 
Kith Broadcast Analysis, within the 



media fle|iartment. 

lie might possibl) sec the client once 
or twice during conrsc of campaign. 

He'd see the account |)ex)|)le at least 
twice a da v. 

Before the j)laiming of the camjiaign 
he might see the v. p. in charge of me- 
dia some five or six times. 

Ihroughout the cani|)aign he'd he in 
touch with other buyers within and 
outsitle his group once daily. 

On the two days when he's ordering 
availabilities, be d be in touch w ith the 
re[)s 1.5 oi 20 times. 



During the three oi four davs when 
[he rc|)s submit a\'ailal)ilitics, he'd 
l'a\e six or sexcn contacts with them. 

For a week afterward, he'd be check- 
ing additions and confirmaticms. and 
would ha\e contact with re|)s about 
twice dail). I He might also ha\e three 
or four contacts with station people 
tlirect. I 

His t(jtal contacts with the TralTic 
Department would nnrnber at least 
eight, 

I'ntil four weeks after campaign is 
complete he'd se(! estimators and con- 



wow-tv 

DOMINATES * 
THE IMPORTANT 

^ IN OMAHA ! 



mm 



Of the 196 weekly quarter hours 
between 5 p.m. and 12 p.m. 

places ahead in 106* 

WOW-TV also has eight out of 
the top ten multi-weekly pro- 
grams. Five of these eight 
programs are local.** 

♦American Research Bureau, Feb. 1954 
**Pulse Inc., March 1954 



OMAHA • MAX. POWER • DUMONT • NBC-TV Aff. 
A MEREDITH STATION — BLAIR TV, Rep, 

Affiliated with "Belter Hemes and Gardens" and "Svcc.essfwl 
Farming" Magazines. 



2S JULY 1954 



99 



ti;i< l tlireo liiiio chiils. 

rrt)iii till- tiiiit' the i>. al^ 

iiiu»t < uiiiplt-lnl until uhoiit -i\ ti> i-i<:lil 
uci'k- later Ih" \m< at Ica-t two con- 
itui^ iLiiU \\\lU llic a<c<iiiiitiii'.' »l»-|>ai't- 

IIICIll. 

\ltli<Mi<:li titf tiiin lxmT i- not a< • 
tiiiilh |)iCM'nt at riio^t idTliniiiiai » 
ni<"<-tiiif:>. Ill- rc<(iniiii("ii(lations and 
^lici iali/cd know It'dfif foiiii lli«' l>a~'i.- 
oT tlic a'-so< iat(' media dilator's prd- 
|io,-al> and |>i ex-ntation lo the a< count 
-iroup oi client. Tiio a>-o( iate media 
director-. \ .[). in < iiar<ie of media and 
M-nior \ .|). in < liar<;e of niarketiiif: are 
part of a Media IManninji Committee. 
wlio>e de< i>ion- re-t upon tiie infur- 
niation <;atliered from tire timel>u\er.- 
and spa< el)ii\ers. 

Here's liuw Cliarlc> i'ooier. I?&U 
!-enior \.p. of marketing, outlines the 
a(i\aiitaiie> of the group system: 

"The accounts gel the direct atten- 
tion of several rather than one all-me- 
dia man. The indixidual hujers have 
a chance to gel greater imderstanding 
of tlie marketing proMems of their ac- 
counts llirougli dail\ contact with ac- 
count personnel an<l the as-ociate and 
assistant media director>. 

Dave Crane, H&H v. p. in charge of 
me<lia. added that the group system 




Kansas' Most Powerful TV Station 
KTVH blankets om.k one half the 
entire population of the state of 
Kansas with (>\ r u 50^r satur- 
ation. Nowhere else in the rich 
Kansas market can \oii hii\' sncli 
volume hacked with a loyal \ iew- 
inj; audience for concentration 
selling. 

See Your KTVH 
Sales Representative Today! 



CHANNtl 
17 



KTVH 

TCHINSON- WICHITA 



VMF 

}40 0oa 

WAIIi 



CBS BASIC OU MONT ABC 
REPRESENTED BY H R TELEVISION. INC 

COVERS CENTRAL KANSAS 



lia- given media recoimnendatioii> 
more td)je< ti\ it\ . "Rather than one 
we now have se\en or eight all-media 
men. Thi- iudp- u- to have a stronger 
ludaiice ill planning sessions. ()[ 
course, tili^ operation i- more expen- 
~i>e for the agenc) hecau-e manage- 
ment iMiw has more high-]iriccd guys 
on the i^avndl hut it's given the me- 
dia department more ^tature, and tiie 
clients far hetter -er\ ice." 

The a^-ociate media director's re- 
sjioiisihilities are hroad in scope, lie 
directs media ]ilanniiig in coordination 
with account groups, and, when neces- 
sar\. meets with the Media Planning 
Comniiltee. 

lie serves as primary contact with 
the client an<l account supervisor in 
hehalf of the media dejiartment. 

lie is the one who organizes and de- 
velops assignments within his group. 
And he mav also e-tahlish media poli- 
cies and methodology of evaluation ap- 
plicable to his group. Above all. he is 
the head of creative media planning 
(or his group. 

The assistant media director acts as 
his alter ego, executing approved plans 
through the buyers. He's the coordi- 
nator within the group, because he's 
the j)oint where print and broadcast 
media are brought together. 

rsetwork planning and negotiating 
are done h\ the associate media direc- 
tor in conjunction with the radio-tv 
program department. Timelmyers' 
function here is mainly to clear sta- 
tions and tn accept delay time. 

Many other agencies have a similar 
svstem of organization. McCann-Erick- 
son. for example, regrouped the people 
in its media department in summer 
19.S2. Bill Dekker. v. p. and director 
of media for McCaim-Erickson, said 
that the main obje< live of the reorgan- 
ization was to develop "a higher de- 
gree of ac<'ount re^pon.-ibility and su- 
pervision.' 

Nb-Canii-luickson's media depart- 
ment is divided into three groups, each 
headed bv an associate media director. 
I nder the associate media director 
there's a print supervisor and radio-tv 
-upervisor with a>>i>tants and estima- 
tors under each. In other words. Mc- 
Cann-F.ri( kson has the e(piivalent of 
Mikli's Media Services group divided 
among the three operational groups. 
However, oiittloor and transportation 
a«h »'rlisiiii; form a ?ei>arate section 
within the media (lepartinent which 
>erves as a ])<)ol for the three account 



grou])s. 

I he account grou])s at .McCann- 
ICi ickson are also determined by v\\)rk- 
loa(J and for administrative reasons 
ratiier than on tli(> ba>is of j)roduct 
( ategorv . l he>e groujjs coinj)rise some 
]r) broadcast media su]iervisor« and 
buvers, whose -alaries range from 
.S5,'000 to SI 4,000. 

Anthony Hel'ierro. v .p. and media 
director at Lennen Newell, sa\s that 
his media department "is based on an 
integrated ]ilan. broken down by ac- 
count grou])s.'' Leiinen & Xewell has 
four such account groujis, divided by 
billings and work. There are four 
gr(mp su]jervisors and about four buv- 
ers on each l\i)e of medium. 

Well over half of the to]) 20 radio-tv 
agencies follow some variation of the 
group system in the organization of 
their media department. In some in- 
stances, the estimating and contract 
people are organized into a pool that 
supplies the buyers in their various ac- 
count groups. In other cases, estima- 
tors are assigned to the buyers with' 
in specific account groups. Differences, 
also exist in lerms of the media de- 
partment's jurisdiction over media re- 
search. 

I he trend of major agencies toward 
reorganization began in the postwar 
period. Although the structure of 
media departments is still in a state of 
flux in most of the top agencies, a gen- 
eral reappraisal bv agency manage- 
ment of media organization has led to 
widespread change toward this more 
integrated system. (For details aboUt 
the background of the three systems of 
media organization see $PON.«OR, 2.5 
August 19.52.) ★ ★ 



CREATIVE AND 
CONSCIENTIOUS 

TV Prodiieer-Direetor now 
working in major market. 
Experienced in all types of 
local progfiinimiiig. Seeks new' 
position with station. ageneVi 
or T\" iirograin iirodueei*. 
Aiivvvliere. 

Box 726 
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BARBER'S SUPER MARKET 

{Continued from page 39) 

with two local air vehicles: 

1. What's Cookin (10:30 a.in.-lO: 
45 a.m., Monday-lhrough-Frifhi) ) on 
KABQ. As descrihed to S1>0,\S()1< by 
KABQ's young (23) progiani direc- 
tor, Lowell Chrislison, il's "an audi- 
ence participalion show where house- 
wives try to guess the correct title of a 
recipe in Barber's Master Cookbook 
when the ingredients are mentioned on 
the air. Both ends of the com ersa- 
tion are broadcast, using a beeper note 
on the phone. Various local prizes are 
given." The show, incidentally, has 
done so well for Barber's that the firm 
is contemplating e\|3ansion to a daily 
half hour. 

2-. Country Melodies (8:30 a.m.- 
9:00 a.m.. Monday-through-Fridnv ) on 
KOAT. Since Albuquerque is a Span- 
ish-American city rich in the history 
of the Southwest. Barber's wins a siz- 
able listening audience with a condii- 
nation of folksy Western music and 
homemaking hints in the second of its 
daily shows. Both programs use com- 
mercials (usually featuring nationally 
advertised products) which are geared 
to produce specific sales, but which 
avoid any hoopla about "best prices in 
town." 

Starting Thursda} at noon. Barber's 
really blankets Albuquerque's outlets. 

A total of 130 announcements are 
aired during the weekend. KABQ and 
KOAT each carry 30 announcements. 
KGGM carries 20 and KOB airs .50 
lime-signal station breaks. 

Barber's air tactics pay off in sales. 
For example: 

• A few months ago, Barber's 
stocked a then-new brand of chili \\'hich 
had no distribution pre\ iously in the 
Albuquerque market. For 13 weeks. 
Barber's featured it strongh on its 
radio shows and announcements. Based 
on what Barber's had figured would 
be a fair quota, sales on the item 
reached a point 300% above the pre- 
set quota. And. due to Barber's air 
advertising, which was the onl\ me- 
dium used in this case, apart from store 
displays, public demand for the prod- 
uct was so great that jobbers had to 
place it in 54 other outlets in the local 
trade area. 

« At another time recentl). the 
*'Barber's radio treatment" resulted in 
sales increases of from 237% to 331% 
on the products of a regional meat 
packer after a 13-week air drive. And, 



alter 26 weeks of being h-iitured in 
Barber's |)rogr;nii-announcement sched- 
ule sales increased 2i!3'^f on a brand 
of cottage cheese. In bolh of thc-e 
cases, no other promotion was us(»d 1)\ 
Barber's apart from in-stnre displays. 

So successful has radio been for 
Barber's thai il's only natural lo ask: 
\N'liy use an) thing (dse? 

Adman A I Brower, howev er, felt it 
would be a mistake to use one medium 
lo ihe exclusion of all others lo pro- 
moie retail sales. 

As KABQ's Lowell Christison re- 
ported to SPONSOu: 

"Basicallv the same messages are 
carried home on the weekend an- 
nouncements and weekend news|)a|)er 
ads. If reduced to a simple statement 
of lechnique. the statenienl would be 
'60% of ihe budget in radio, 40% in 
newspapers.' The original formula was 
(le\'ised partially as a result of the BAJj 
and Kroger studies (see "You need 
both," si'OiNSOR 23 February 1953, 
page 40) which showed that about 
35 '{ of total population \\ould get the 
message from radio; and about 35 '/t 
would get the message from black-and- 
white space, no more than 8% to 10^^ 
of consumers getting the messages in 



1 oth media. 

" rhoiigli Barber's has, from time to 
lime, run specific tc-ls for individual 
>lalions used. lhey'\e found that radio 
and newspapers are (|uil(^ (H^mparable 
on actual sales results for given spe- 
cials, as |iertains lo \olnme of iu-ms 
sold. 

"Of course, we at KAI'.Q feel lhat it 
is on this point that radio takes the 
lead. Bui Al Brower of Barber's says 
that in most ca'^es Barber's will pur- 
|)osely o\'er-buy on a gi\en item that 
could be a Iraflic builder, run it in 
their weekend newspaper ads and lie 
il in as a radio special in their satura- 
tion spot announcements, lie figures 
the papers sell their usual amount and 
the extra volume created by radio is 
profit over and abo\ e what they'd 
otherwise expect. 

'"Barber's has consislenth found 
that tying the two media together is 
the most profitable advertising pro- 
cedure. For that reason, specials are 
usually carefully grouped and e\'enly 
distributed throughout both papers and 
radio. 

"Of the many items hi a full-page 
ad, for instance, three of the produce 
specials, three of the grocery specials 



TAKES TOP TV RATINGS 
OVER TOUGHEST RIVALS! 



Joe Palooka Show 
Immediate Success 

April VIDEODEX ratings in New 
York, San Francisco and Washington 
establish JOE PALOOKA as the high- 
est rated TV program in its time slot — 
in some cases topping established net- 
work favorites. 

But there's more than ratings to earn 
PALOOKA a place at the top of your 
"spot TV buy list" - results, too, 
have been out of this world. Happy 
PALOOKA sponsors in nearly 40 mar- 
kets have found that JOE is the buy 
to "move the goods." 

Check now and discover how this great 
all-family impact show can go to work for 
you! Many choice markets still available . . . 
but only if you hurry. Write, wire or phone 
GUILD FILMS today! 




GUILD FILMS 

Company, Inc. 

420 Madison Avenue New York 17, 

Producers & Distributors of 
LfBERACE LIFE WITH ELIZABETH 
FRANKIE lAINE FLORIAN ZABACH 
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iliid till IV iiitMt "jn'ciiiU iirc -t'l('< led l« 
mil liiditi >\n'i iaU In fit into llifir 
;{()-»<'( oiitl ;mtl liiiit'-^i^iuil ^aliiriilioii 
•■iiiii|i;ii<;ii.' 

B;irlici'- <-\i-< iiti\ (■'- Joliii \\ illiuiu>. 
fit'iici .il maita^iM . A. L. \I< Lane, iis- 
si-uiiU lo \\ illiarii-i mn\ admiiii \l 
ISriisviT ovcrloukcd oilier an" 

adNiTli'-iii;: ()|j|)i)rliinili('> (Mllici, 

\lliiii|ii('ii|tii'. n ^lowiii;^ markfl of 
.-uiiic 1 .")().()()() populiilioii ill cfiilriil 
Ni'w \lt'\ico. lia> tliroe t\ ^lali<)Ils — 
k{.(;\l-T\. k()\'r-TV and KOIMN, 
all \lif oiillt'l^. \inl, 1% is ti^cd fairK 
lii'a\il\ li\ llif two < Iu-<'>1 i.'r<)<or\ coiii- 
pi'liloix to HarlifrV. 

Ill ]*)5,'i. Ilailici's ran a IS-Nseck l\ 
U-A, iisinji a >\iidi( al('d luilfdiour film 
>li<i\v. Cost: ai)oul S5.200. 

Broker s comiin'iil: ""'ranjiiblc results 
were in><ilii.Ml)l('." IIo\\('\er, lie quali- 
fies this In t.a\ iiii.' that a iiumhor of 
factors iiia\ lune cauM'd the uiisati*- 
factor) pull of the tv caniijaipii, "either 
the wroii^ txpe of show, poor handling' 
or our own pre eiitalion not |ierfc< te<l.'' 

Ill am case, no l\ is heing used in 
lO.i l- and none is planned f«i the near 
fnture. liadio i> the hij: feature of 
Barber's ad hudfiets. 

In 195.'{, Barber's spent about S85.- 




Mary McCuire. WWTV 
Homcmaker helps 
Cherry Queen Cail 
Krahnke check Chef's 
"Cherried Ham" at Na- 
tional Cherry Festival 
. covered completely 
by WWTV 16 mm. 
cameraman Charles Ray. 

YOU'RE WITH TV AT 
ITS BEST ON jy I 

Mii-lii;.'un < lunnit'l 1.3 \ic\\< r-. and llu-ir 
lliiui-aiiil- (if ^\imiinT KcMirlins; {iiu-^N 
riMciM(l l(Mir 1 (ui^iTMl <lai,~ m' ((hu- 
Ifi iiiin. (ilni cKNcrn^c mi llic colnr- 
fiil Naiiiiiuil ( InrrN Fi~ii\al Jiilv 6-9. 
I licy'll liiNc \oii iiHi . , . (Ill 

CADILLAC ✓''"X MICHIGAN! 




Pk.iviai^Y CBS \_/ ABC, DUMOfvJT 
ncPi^estvTiD fty fv£eo -tv.i >:/)(n Mto. icpps 



200 with s(Jiii<' S3;!.(J0() goiiif; to radio, 
>:;i2.()00 to newspaper^ S5.200 to the 
l\ K-l and S 10.000 for oilier f<jriiis of 
ad\ ertioing. 

Ill 1954. the ad bud-ict is luniiiiig 
aboni 10'; ()\er the 19.>3 total. Radio 
now gets about GiV '( . ne\vs]japers 
around 35' f and other forms of adver- 
tising about I . 

The outlook for 1955 I Barber's is 
alread\ deep in next ) car's plans) is 
similar. A 10'^ ()\er-all hike in the 
ad Pudgct iv anti( ipatcd with radio re- 
taining the >aine percentage, Again, 
no t\ i.- planned for 1955. 

Barber'^, manages to get e.xtra mile- 
age in its air ad\crtising through the 
judicious n^e of cooperati\e advertis- 
ing funds, idtliough no co-op figures 
are included in the budgets cited above 
which are Barber's own expenditures. 

Obtaining an o\er-all figure on the 
co-op share of Barber s total expendi- 
tures IS naturally dillicult, since co- 
op ad budgets are figured by some 
nianufa<lurers on a straight per<-e>it- 
age basis, and by others on a per-rase 
allotment. But. a<< ording to Barber's 
own guess, it works out to about 20% 
to 25'"^ of the grand total ^pent by 
Barber'>. for ad\ertising. 

Some blue-chip brand names are 
thus featured in Barber's air ad\ertis- 
lUg. Barber's co-op arrangements in- 
clutle ^uch clients as: Colgate, Kleenex, 
Swift. Xabisco, Armour's, Wilson, 
SiiOK Crop and many others, as well as 
a number of regional dairy produce 
and meat firms. 

The acKertising arrangements in 
the>e cases are C()operati\'e in e\ erv 
sense of the word: Barber's feels that 
the national ad\ ei tisers are helping the 
store chain as much as the store chain 
promotes them. "Barhev s. " sax s ad- 
man Brower. "is built on the (piality 
and reputation of national brands. 
!• roin time to time, on sjjccial promo- 
tional cllovts, price is of the essence. 
But as an o\er-iill theme. Barber's en- 
tire aibertising is based simpK on let- 
ting people know what we have." 

And. Barber s makes e\tensi\ e use of 
the radio <-o-op sales aids pro\ ided to 
groceries b\ manufacturers who extend 
<<i-op aid. These include: local-le\el 
radio cop\ and radio traiixriptioiis. 
ill-store dis|)la\*. window si>:ii.- and 
banner.-, recipe book^ and other pro- 
iii<)li(nial aids. Since these sale:- aids 
(dten repre>eiit the cieativr efforts of 
die top ageii(.ie> in the nation, their 
use. Barber s feels, adds to the impact 
of the hn al radio cniiij)aign. 



Ihis kind of thinking makes Bar- 
ber's somewhat unique in grocery air 
ad\ortisiiig. few supermarket chains 
tr\ to get co-op fund.- for air ad\ertis- 
iiig: fewer still make t-killful use of 
aibertising aids (apart from newspa- 
per mats) pro\ ided ii\ manufacturers 
through co-op channels. 

Barber'-, incidentally, is so delighted 
with its cordial co-op relationship with 
se\eral leading manufacturers that \l 
has urged others to do the same. He- 
ceiitK. at a sales meeting at one of the 
y\lbu(|uerque stations. Ad\ertisiiig I)i- 
lector y\l Brower said that he felt 
''niaii\ smaller grocers could use ra- 
dio successfulK if tlie\ 'd onb familiar- 
ize tliemscbes with the varicms co-op 
contracts a\ailable." 

Concluded KABQs Lowell Chri-ti- 
soii. wlif) turned in a \ aliant job of 
legwork for SI'O.NSOK in preparing tbi;? 
report : 

"Barber's, ba-ed on the success of 
their present advertising department, 
takes full responsibilitv for the results 
shown, as no agenc\ is used. The\ in- 
sist on a 'mercbaiidising* t\pe of adver- 
tising, with e\er\ thing advertised in 
such n wa\ that it will create a sale, 
Phere seems to be much to be said foi; 
lia\ ing a department located 'on the. 
scene, closer to the actual .«elling prob- 
lems. 

■'1 he principles of business in the 
Barber's organization constitute the 
basic philosophy in their ad\ertising: 
a\oid wild claims. ofTer the best pos- 
sible ser\ ice at fair prices. Their fir-l 
concern is <|ualil\ through reliable na- 
tional brands, with price a secondary 
consideration. 

"B\ comparison with general coiuli- 
tions around the countrv, Albuquer- 
(|ue's econonn is in a generalb good 
condition, with total retail sales in the 
market only 3''^ to G^'c off from 1953 
figures while the nation as a whole is 
experiencing retail sales drops as high 
as 14^; . 

I "Note: Albu(]uerque's econonn i« 
boosted considerabK by the fact that, 
it is a center for oil and <attle mone\. 
tourist trade and the spending area for 
the big pa\ rolls of the Strategic Air 
Command s kirtland Air Force Ba>e, 
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as well as the Saiidiii Special Weapons 
Center, testing ground for many nu- 
clear devices. I 

'"Willi a few notable exceptions, the 
siiiali independent grocers ha\e felt 
the loveling-olT nicjre forcefully than 
the seven-store Barber s chain. From 
the standpoint of gains, according to 
Barber's, they are not as rapid as last 
}ear but are nevertheless considered 
excellent. 

"With the Albuquer(jue market ex- 
panding da) by day (with an average 
of CO new families setlling every 
week), Barber's sees continued growth 
for their stores and ever-increasing 
volume through a merchandiser s type 
of advertising. 



★ ★ ★ 
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SPONSOR ASKS 

(Continued from page 67) 

largest and most discriminating adver- 
tisers — he garners prestige and sales 
profits by virtue of filmed programs 
which cost up to $30,000 but are sold 
at prices ranging from $100 to $3,000 
per individual market. He avails him- 
self of the best in talent, production, 
stories and scripts and is assured of 
tremendous audiences. 

In the case of an advertiser who 
buys MPTv's Junior Science series. Dr. 
Gerald Wendt, chief of science educa- 



"This is a time for open niind>i, for 
curiosity, fur imagination, for courage 
and enthusiasm. This is a time for a 
sweeping look around and a hold new 
look ahead. This is a time for deter- 
mined action — and the devil take what 
has heen done in the past. If we don't 
do this we're going to he dead pigeons 
hecause our customers are taking :i 
new view, everv dav." 

WALTER C. AYERS 
Execulire Vice President 
Brooke, Smith, French & Dorrance 

Detroit 



tion for UNESCO, one of the world's 
foremost authorities on the atomic and 
hydrogen bombs, acts as commentator 
for the films in addition to being avail- 
able as a "salesman" of distinction for 
the sponsor of the films. It's prestige 
without peer. 

Talent-wise, the advertiser who has 
chosen films such as Duffy's Tavern, 
Janet Dean, Registered Aurse and Par- 
is Precinct lo sell his product, is get- 
ting network-calibre "names" — estab- 
lished stars who have long been popu- 
lar in various media of show busi- 
ness, Ed "Archie' Gardner. Ella 



Raines, l.onis Jonrdan and Claude 
Dauphin have won acclaim through 
the years on radio, stage and screen. 

Prodiiction-uise, the network-calibre 
label is stamped on such filmed shows 
as .Sheldon (Foreign Intrigue) liey- 
nolds production of Sherlock Holmes 
which stars Ronald Howard; Cluirh^s 
(Search for Toinorrou ) Irving's The 
Heart of Juliet Jones which co-stars 
Cath) iVlcLeod. Lorna Lynn and ClifT 
Hall and Drew Pearson's Washington 
Merrv-Co-Round, the award-winninL' 
ue<;kl\ news show that is fdmed on 
the split wherever news is in the mak- 
ing. 

Story-uise, the proven popularity of 
the King Features syndicated adven- 
ture strip. Flash Cordon gives the ad- 
vertiser a j)re-sold audience high in 
the millions. The same is true of the 
above-mentioned The Heart of Juliet 
Jones, another King Features syndi- 
cated comic strip favorite. The greatly 
beloved Tim McCoy brings his exciting 
15-minnte program of Western stories 
before viewers of every age bracket — 
the dean of American cowboys has as 
much appeal for the grandparents as 
he has for the grandchildren of today 
and the autheivticity with which the 
real McCoy stories are presented is a 
natural for the syndicated film adver- 
tiser who desires thrilling sagas of the 
Old West backed up with documented 
facts. 

Script-uise, the cream of the crop of 
writers are responsible for the dialogue 
and action detailed with Duffy's Tav- 
ern (Larry Rhine and Ben Starr). Jan- 
et Dean. Registered A'arse (Victor 
Wolfson, Harry Junkin and James Cav- 
anaugh), The Heart of Juliet Jones 
(Charles GussmanI, Flash Cordon 
(Bruce Elliott, Max Ehrlich and Irv 
Tunick). Sherlock Holmes (Louis 
Morheim, Harold Jack Bloom and 
Sheldon Reynolds), Paris Precinct 
(Jo Eisingerl and Tim McCoy (Tim 
McCoy ) . 

Audience-uise, stations will give a 
filmed show good time because a 
worthy show rates it which brings us 
right back to where we came in — 
prestige-wise, and right down the line 
of plus-credits, the filmed program 
pays its own way for both the adver- 
tiser and the station. There s alway s 
enough commercial time available with 
a filmed show to get in some hard sell- 
ing for products, in addition to includ- 
ing conmiunity service promotion to 
the local or regional areas. 



Diiane Jones 
(Chrmn <»/ the Hoard and Vres) 
Dunne Jones Co., Inc. 
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'Newsworthy" 
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\\'> a \\ IX' ;i(Im'iI i^cr \\\\n kIl()^^^ lii^ 
inudiii t well. ii(l\ cili^c^ it wi ll, 

s\\\\i n *\ iidic ;itc(l l\ filrii slii)\\. 



Ity Jitliii It. Cnnt 
Film Ditisiini 



With t li (' i II - 
crea^i'd ii>e of 
<\ ndicalcd film 
l)\ cdl kiiuU of 
l(xal culvcrtisor!?. 
llie toniparativc 
\ aluc of local live 
profirainiiig and 
s) iidiratcd film 
ha« become a 
(iiscussion, W iiilc 




mallei 



i\ ei\ 



^ome -poiisors believe tliat llie\ can 
l)e>l mercluindise iheir wares wilii li\e. 
l<)<-nll\ ori<iiiiated <:li<)\\>;. more and 
a(i\erlisers are turning to the ?) ndi- 
eated film as a >treandiiied, eeonomi- 
< al selling \ehi( l(>. I'here are !-e\ ("ral 
good reasons for lliis development. 

In tile first place, the |)riee structure 
of a sMidicated film is hased on the 
numher of leie\ ision ii 



ATTENTION ! 

ADVERTISERS . . . 
AGENCIES . . . 
TV & AM STATION OWNERS 



e 



Stilt ion IJclntioils- l)iroctor and .At- 
coiiiit Kxfcntivi' with niuiti million 
liull.-ir Xi w York ndviTtising 
.•lucnt-y is now nvailntilo. 

lie lijis wide cxin'rienco in 
and Undio, fjaincd t'loni tiotli not 
works .-ind riK'-nrics. With liini 
Ltoi's ;]]] intiii'atc knowledijf of 
ii.-itio'iwidc markets, based on sound 
1 larket and hroadeast icseart-h. 

lie also has- ;i thorontrli under- 
stanilini; ot indnsti-y ami t-'( ( ' 
praetires, and an unusually wide- 
siiniid ;ie(|uaintani-eshi|) in the 
liriiadcastini; industry. It [roes- 
without sayini; that he lins exe<dk'nt 
ret'i-renees. 



If you wisti to 
write . . . 



this man, just 



JAMES A. MAHONEY 

.ui(ir>sx sro.xsoi: 

40 Eost 49th St, New York 17, N.Y. 



o 
o 
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market. \n acherliser with limited 
funds in a small market can sponsor a 
half-iiour program which ma\ lia\H 
( o^l upwards of $25,000 to produce 
for perhaps under SIOO. The ad\er- 
liser is aulonialicail\ idenlifvhig iiis 
product wilii fir^l-rate show niansiiip. 
and can compete for audiences (Jii tiie 
the same program level \\ith liie idg- 
gesl national advertiser, lie gets net- 
work (pialil) production, in other 
words, at lo(al-lc\el prices. 

Se<'oii(ll\, the acherti^er is \iituall}' 
guaranteed a large and lo\al audience 
when he spcuisors a good SMidic-ated 
film. American Research Mureau fig- 
ures reveal that good syndicated film 
programs are jjowerful weapons with 
which lo( al ad\ertisers on non-net- 
work stations can successfully (>\er- 
come what pre\ioiisl\ had been o\er- 
w helming network competition. 

A graphi*- demonstration is pro- 
vided by a before-and-after study of 
time-period ratings on three stations: 
WFIL-TV, Philadelphia; WOK-TV. 
\ew York, and KTT\\ Los Angeles. 
On KTl \'. for instance, w hich is in a 
se\ en-station market, the Itefore-film 
programing lineuu saw each of its four 
shows in the 7:00 to 9:00 p.iu. Satur- 
day night period in fifth, sixth, second 
and fifth positions, respective! v. These 
local shows were replaced in recent 
months with four MjC Film Division 
pro|)ertic.i Life of Riley. Bad^se 714, 
Captured and Inner Saiicluiii. The rat- 
ings of these film shows have boosted 
these time periods into first, second 
and third positions. res|Jei-tivel\ . 

IVrliaps the nu)st dramatic e\ idence 
of a syndicated film's elTcctiveness 
comes from W'FIL-T\, which faces 
strong competition fiom the NBC and 
CBS affiliates. W'FIL-TV. at the begin- 
ning of this \ear. threw a batch of 
SMidicated film properties intcj the 
ring. In (Mie month, the hour-long 
llapaloiig Cassidy show has boosted 
the M()nda\ through Friday 5:00-6:00 
p.m. rating from .i.'i to 11.1: Danger- 
ous Aasipiment hiked the Monda\ 
7:00-7:30 period from 4.3 to 12.2; TiV- 
tor\ at Sea raised the Tuesdaii 7:00- 
7:30 slot from 1.9 to 20.3: Dangerous 
Issigiinienl hiked Wednesday's 10;00- 
10:30 period from 1.2 to 7.0: the half- 
hour llopalong Cassid) series prnc- 
ticallv doubled Thursda\'s 7:00-7:30 
rating «)f l.(): and Captured boosted 
Frida\"s 7:00-7:30 p.m. 3.0 rating 

, f> o 
lO <>.!>. 

W bile ihe si/e of the audienc e is 



(iiie itf lilt' Jiiost HT(«l!ve cnipria of 
lire ."Hi ci".* !if iiiJ Eldverlrst'rV lelei isioii 
eildil i.e. the hi)r}i!T ihe riil'tn^ and 
llie jarfier liie trimrc nf iiiidienf'Px liii' 
jimei llie <'os!-|)er- L(H)0 ;ifk urtisin^^ 
tm|!res*jHiiiv I . I hen- art' pifnty of 
success !• lories whiclf li^n^ifaEi' tlit^e 
higli riiliiJ^^ tulit added reveiiue anil 
]IH recised i^ales. 

(Ii or^e Ciu\iii. uf ihe \\>}:|-l*in;ific 
Ai;eirc\. Inc., Jji Sealtkv makes the fol- 
bnsiJi^ report; 

■^'W'f-.-l-l'arifjc Ajjieney. Inc.. has 
lived the' fyiji' iif itHt'y f'luic liie pur- 
cha-e (if -MSC'j: lop >hfiw-, HiitfY can 
feJI jiierHhaiidi^c. Aflet .tVj Vfant \yjth 
K1X(^T\'. I entered ihe agency 
IfU^iness. During iho^e fnc and n 
liEilf >e;ir^, I tlif ^.Tpenilig of t.fV- 
eral liiiiiditid siiuw;'. Riley looked Viki: 
a nalurfil lo me, \ sold H lu ji local 
jeueler. nlm ua^ villiug Id pay ihe 
kip pru t' of a U>\i show, llie resuh? 
were rabulous. anrl -ilaiKMi ahiif>?il rrn- 
inedialrh, W <■ snld on lliiiig: from 
^oJf clubiT li! Iv "i-ls. .\1 list end of 
llip 2(iti> upel; EMilli |}k" fln»J !=howijii=: 
nf Rihy ill ihi' [iK-irkcL. ii reached llu- 
top la allows riiling-ivi?ej . Un? ^um- 
nifr ^^rjisoii was lu-re and ibi* jfVidry 
busriii^ss dii>ppr>d Ui atuUJid 2'* of 
liiUii ujluine. 1 1 i^a- [jei iderll no! lo 
buy the eight reruns. 

"The succes* story made it easy to 
sell to a local grocer\ chain with 30 
stores. Ihe first program sold all their 
stores out of 'Lad\ FJberta' canned 
pea( hes. spe< ial In the case only. Over 
2.000 c ases were «old. From there the 
results have been overwhelming. Just 
to highlight a few — these sales all take 
place in a two-da\ buying period, on 
Frida\ and Saturday. Tlie tv show- 
runs on Ihursday night. 

One years normal supply of Dinty 
Moore's beef stew (500 cases K 

50' f additional turkey sales at 
Thanksgi\ ing. 

7^ tons of salmon, 

.50.000 lbs. of pork loins. 

12.000 lbs. of hamburger. 

10.000 lbs. of liver. 

4.0Ot) do/.. <an- of frozen straw- 
berries. 

4.000 doz. pkgs. of frozen peas. 

" \t the end of four months, llic 
chain increased. In the month of Jan- 
uar\ it was 30' r ()\er a \ear ago, Sti\t\ 
the largest month they had ever liail. 

'"RiJey now rates No. 1 in the ninr- 
ket. The word has spread and sup- 
pliers are standing in line. " 

The advertiser going into televi.-inti 
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for the first time iriay wonder how to 
choose tlie most effeetive kind of sell- 
ing vehicle for his prodm-t. The acu- 
men of the s\ndicator's sales repre- 
sentative, the sales manager of the lo- 
cal station and the tv director of the 
advertisers agency (if he has one) 
will help to determine the program 
and the broadcast time to reach exact- 
ly the right audience. 

PERSONALITY TIE-IN 

By Renb Kniif until 

President, Guild Films, Co. 

As we scan the 
various types of 
programing avail- 
able to local and 
regional sponsors 
including spot, 
film and local 
live shows, we 
find syndicated 
film j)roviding a 
distinct advantage by enabling the 
sponsor to tie his product to a top, 
national name personality. 

ft has become an established axiom 
in television that the impact of a per- 
sonality stimulates increased sales 
through artist-product identification. 

Of course, an advertiser must choose 
a film show with a star personalitv 
who is welcome into the home and 
wins the affection of the audience. 
That is wb) Guild Films has a fixed 
policy of developing stars such as Lib- 
erace, Betty White. Joe Palooka and 
Florian ZaBacb. 

The local and regional sponsor can 
further exploit the personalit) in the 
film show and identification with the 
product through supporting advertis- 
ing, especially in merchandising and 
point-of-sale media. 

Every Guild show is designed to do 
just that. Our artists are more than 
entertainers. They are cookie sales- 
men, bank salesmen, gasoline salesmen 
and beer salesmen as well. Their 
friendly faces adorn all types of ads 
and point-of-sale pieces plugging the 
products of local sponsors. 

In addition, special merchandising 
premiums are made available to the 
sponsor of the film show which help 
tie in more intimately with the tv show. 
Probably the best instance is the Lib- 
erace record promotion where spon- 
sors distributed in their own name 
more than 250,000 records in one year 
as sales lures. 



ROUND-UP 

{Continued from page 5.5) 

erably wear grey suits, pastel shirts 
arrd use talcum for shiny spots orr face. 
The booklet has received tremendous 
response from tv guests. sa)s promo- 
tion manager C. W. Dinkins. 



Eldon Campbell, general sales man- 
ager for Westinghouse Broadcasting 
Co., is now an honorary Indian. 
When Campbell went to Oklahoma 
City re<ently to address that city's Ad- 
vertising Club (on the subject of "Ra- 
dio -the sightless wonder"), he met 




Eldon Campbell (r.j dons feafhers, joins fribe 

Indian Chief Jasper Saunkeah of the 
Kiowa tribe at the meeting. Saunkeah 
adorned him with a feathered war bon- 
net, gave him a new name — Dom-Tije- 
Kiti-Keah — which means Chief White 
Plains, for the city where Campbell 
lives — and made him an honorary 
member of his tribe. 



The blood bank in the Greensboro. 
i\. C, area was sadly depleted. 
WFxMY-TV responded to the "ur- 
gent" call for donors not only with 
on- and ofl-the-air jjromotion. but 
with ])ersonal representation at the 
blot)dmobile. Over half the station's 
entire staff, iiichiding general man- 
ager Gaines Kelley, gave blood: of the 
over-400 pints of lilood produced in 
two days, 25 pints came from \^'FMY- 
TV people. The visit was the most ef- 
fective to date in the area. 

» « «■ 

WIVITW, new tv station at Mt. \^'ash- 
ington, X. H.. sent out a promotion 
piece recently w ith a real dollar in each 
as part of the illustration. The dollar 
(easily removable) had brackets drawn 
alongside showing what portion of it 
bought time on WMT'^'^ as compared 
with the amount needed for other tv 
stations in the area. -k -k t 
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"J hat's what ad 
agencies, advertisers are 
saying about the 

1954 
PROGRAM GUIDE 

It is yours FREE 
with your suhscription 
to SPONSOR 

One year $8 — three years $15 
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I'M JOE FLOYD... 




I CONSIDER MYSELF 
A HELLUVA SALESMAN! 

. . . and so are Nord and 
Sheeley ond the other boys 
on my staff at KELO (radio 
and TV) Sioux Falls. We'll 
go behind a counter to Sell 
goods if necessary. Yes, 
we've actually had to do 
that more than once when 
commercials on KELO brought 
more customers into a store 
than the merchant's own 
sales clerks could handle. 
What do you have to sell 
that you'd like extra action 
on? KELO will get it for you 
— in husky sections of 
four states. 




\\varA 

KELO 



T 
V 




Channel 11 - Sioux Falls, S. D. 

JOE FLOYD, President 

NBC (TV) PRIMARY 
ABC . CBS • DUMONT 

MIC (Radio) Affiliate 





Mariott lluriWr Jr., i>resideiii oi McCanh- 
Erichson, announced recently the agency's tv billings 
wotild be up more than ?10 million in ]954-'55 
for a total of over §33 million. Among its tv 
clients are sponsors oj two of the first color programs 
in tv history: (Chrysler Corp. will sponsor u series 
oj dramas and musical extrai agatiza.t and U'esting- 
house wUl use He-I of Broadway, both over CBS Tl'. 
Other new shoas the agency is handling include 
Chry.sler's It's a Ureal Life over XliC TV and Derby 
Foods' Di^ni-)lan<l (alternate weeks^, ABC Tl', 



Cluit' It. itlvCoHoufih. president of Steinman 
Stations, chairman of the i\AKTH tv hoard, 
was leader in creating an all-industry tele- 
vision sales promotion bureau. McCollough is one of 
10 members of the all-industry committee which is 
setting up plans for the new Television Advertising 
Bureau. The TvAB is expected to begin function- 
ing by fall, will work hand in hand with Tv Audit 
Circulation, a new \ AKTB-sponsored bureau. Tv 
Audit Circulation will count tv sets county-by-county 
and measure station circulation periodically. 



fivorgt' J. Abrutns was recently elected vice 
president of the Block Drug Co., Jersey City. 
A brums has been advertising manager of the firm 
since 1947, was formerly associated with \ational 
Biscuit Co.. W hitehall Pharmacol Co. and Ever- 
sharp. He has been a faculty member of the 
Graduate School of Business Administration of 
.\.y.i . and is chairman of the newspaper committee 
and the drug and toiletr\ group of the A.\A. This 
year he ivas voted "outstanding young adman of 
the year" by Assn. of Advertising Men and II omen. 



i*hUip W, f>c>iiiic>ii. director and chairman of 
the board of Lennen S: \ewell, retired 30 June, his 
sixty-seventh birthday. Forty L&\ executives paid 
tribute to hennen at a special gathering at which 
II. IT . .\ewell. president, presented the agency with 
a portrait of Lennen painted by Gerald L. Brock- 
hurst. In the presentation \ewell said. "We want 
this portrait oj Phil Lennen before us as a constant 
reminder to everyone ol his high standards of 
integrity and craftsmanship. .•( better adierlising 
man, and a finer person, never lived. ' 
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S^M M @ J '"^^^ purchase of Midland 

Wk M n 0 Q Q Ik V F M Broadcasting Company, operators 

AttUlliBH ViilY^S^S of KMBC-TV, by the Cook Paint and Varnish 

w Company, operators of WHB-TV, has been approved by the 

Federal Communications Commission. The two stations have been 
sharing Channel 9 and the CBS-TV network in Kansas City. The nev^' 
single-station operation has adopted the call letters KMBC-TV. The channel 
will continue to be the full-time CBS-TV basic affiliate in the Heart of America. 




THE BIG TOP IS 
GOING UP! 

The tallest tower in the Heart of 
America is under construction. From 
a height of 1,079 feet, KMBC-TV will 
transmit with full 316,000 watts 
power by late summer. Newest type 
RCA transmitter equipped for color, 
using BIGgest power and TOP-height 
tower, will make KMBC-TV the Big 
Top Station . . . dominating the na- 
tion's 18th largest metropolitan area 
by its top coverage of the rich Kan- 
sas City market. 




STARRING THE CBS-TV NETWORK! 

Full CBS-TV network programming — the big, top television shows 
of America, carried exclusively on KMBC-TV, basic CBS-TV station. 



HATURING KANSAS CITY'S 
IREATEST TALENT! 

The biggest personalities, the top local ff'i 

Dgrams of the two stations are now ex- |» 

sively on the Heart of America's Big V j i 
Ip Station,, KMBC-TV! 



^f^^^liA-^ THE "COLOSSAL-COVERAGE" 
RADIO TEAM— KMBC-KFRM! 

Now under "Big Top" direction is also the great radio team, KMBC- 
KFRM, covering the Kansas City and Kansas radio markets as no other 
Kansas City station can. It's CBS Radio, of course, on "The Team!" 

HESm GOLDEMiERG. Chief Enpneer 
D0\ DAVIS 
I ice President 



KMBC Building 
1 Ifh and Central Sf$., 
Kansas City, Mo. 



.IOH\ T. SCIIILLI\G 
I ice Pres. & Gen. Mgr. 

DICK SMITH 
Director of Radio 



GEORGE HIGGI\S 
Vice Pres. & Sales Manaf^er 

MORI GREI\ER. Jr. 
Director of Television 



Represented Nationally by FREE & PETERS, INC. 





OP Station in the Heort of Ameriv 



KMBC" Radio, Kansas City, Missouri 



K F R M - R-^dio, for : r-'- Stole oi Ka.iv^,5» 




What kind of TvAB? 

\\ lien (lie lO-iiuiii in(liistr\ < ommit- 
lee iiiccl> in \\ a?-liin<il()n 5 An<inst to 
l)lne|)iiiil a lek'Nision adxerlising hn- 
leau. what >or{ of *etii|) will exolve? 

Will it 1)0 a Tv \B ><'r\inf; spot, net- 
work and loeal lele\ i>i()n under a single 
leader-liip? Tlii> is what (lie \ XHTR 
w ants. 

W ill it l)c a 'I'xAH -ellin<; and |)ro- 
niotinji unl\ national spot and local t\ ? 
Tlii- is what the Station Heps, Assn. 
and -oine stations want. 

W ill it he a looseK federated 'I n AR 
with >tron<.' se|)arate units for network, 
spot and local joined h\ a hoard re|)re- 
sentinjr each unit and headed l)\ a top 
president? This is what nriny res|)on- 
sihlc peo|)le in the indu>tr\ want. 

The dri\ e for a tele\ ision ad\ertis- 
injr bnrean. loiiji o\erdiie. was spear- 
headed and accelerated h\ the tv sta- 



Applause 



Good neighbors in Indiana 

In a Ini-inos where fre(|nently "dog- 
eat-dog" is the order of the (la\. it is 
refroliing to note that friendU compe- 
tition ha-n't \ani~lied. Uecenth one 
pioneer t\ station in Indiana decided 
to >alute another. Cut >hows the half- 
ji.ige ad whi< h \\ TT\'. Blooniington 
who-e general manager is Kohert Ixm- 
on. Iiouglit in all three Indianapolis 
dailie.-. >aliiting W l"l!M-'l \ . Indianap- 
oli>. managed h\ llarr\ Hitncr Jr. 
I'hupie i^ one awarded h\ si'()\S(n! to 
all lOo t\ pioneer- at the \ \KTH Con- 
\eiition in (]hit ago in Ma\. 



tion re|)-. The\ feel that national -|Jot 
t\, ^trongl\ c(jni|)etiti\ e to net t\. nmst 
lia\ e a hnreau of its (jwn. 

Which t\pe of TnjXH will emerge is 
a matter for the station- to deci<le. 

.si'ONsnu l)elie\es in a federated s\s- 
teni. It helicNcd in a federated s\steni 
for N \KTH. and heliexes that \AKTH 
would he happier and healthier today 
had it adopted a federated system for 
t\ and radio as suggested in the si'ON- 
.soi! article "Hluc|)riut for a Federated 
\AH" ( issue of 6 June 19 W, page 28). 

si'ONsoR has fought hard for a 
Tx AR. A federated T\'AH w on t come 
eas\. Hut it l ertainK makes sense. 
« « « 

How fear hurts radio and tv 
When we puhlished the media arti- 
cle showing that irrational factors like 
fear influence media decisions, we said 
it might ])ro\e to be ''one of the most 
eoutro\ ersial on the subject of media 
e\er |3ublished." (See sponsok 3 .May 
1951.) Subseijuent events have borne 
this out. 

W'e ha\e heard from two dozen 
agenc) execuli\es, most of them ])res- 
idents. Advertisers ba\ e taken sides ]3ro 
and con. Se\"eral groups, including the 
American Weekly, asked for permission 
to re|)rint the article. An\ adman you 
talk to has an 0|)inion on the subject, 
riie reason, as exjilained in ''Are YOl 
afraid? ' starting page 31. is oh\ iou-: 

It strikes deep. 

Only your conscience can help \on 
truthfully answer the question whether 
y ou are afraid. Psy( bologists sa\- the 



■ normal' |)ers(jn i^. anti fear influ- 
en< es most of his act.-, e\en media buy- 
ing. Others disagree. One adman 
called our original article "danger- 
oil-," but the president of a SIO mil- 
lion agency admitted that his media 
|)rejudi<e- had led him to turn media 
e\aluatif)n and selection o\er com- 
|)letel\ to his media de|)a,rtment. 

\\'li\ should the ad\ertiser he care- 
ful of fear and other irrational influ- 
ences in choosing media? 

Sim])l\ hecau-e they can force you 
into Noting agaia-t the two jjowerful 
but less tangible and harder-to-use air 
media, according to jjsy chologists like 
Dr. I'rnest Dichter. who made the orig- 
inal study (]uoted in the 3 .May issue. 
\ot only does >nch thinking perjietuate 
the media status (juo. but it also makes 
the fearful adman hesitant about try- 
ing something new in ]irograming and 
commercials. Thi- results in much of 
the imltati\e u>e of radio and tv you 
^ee today. 

Does fear influence your media 
choice? 

« • i» 

125 more radio stations 

Another 125 radio stations went on 
the air during the year ended 1 July. 
Total is now 2,5")3, including 35 non- 
(ommercials, as against 2.458 the year 
before. 

In addition Americans bought an- 
other five million radio sets during ttie 
first six month- of this year. 

Declining medium? The figures cer* 
talnly don't support this conclusion. 




TV PIONEER 



... In retognition of 5 ycar» of telecasting 
■nd service lo the people of Indiana. 
And, now, we van( to add our eongrj(uIjtions 
upon ibe occasion of jour achieving maximum 
power and additional tower hcighL 




SARKES TARZIAN, Inc. • Bloominglon^ Indiana 
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Now you can reach oven more of Indiana willi WFBM-l'V! 

HIGHER TOWER AND HIGHER POWER 
RAISE NO. OF TV HOMES COVERED 
BY 65.4% 

Our recent power iiKrease (to lOO.OOO watts KRP) and our new tower 
(1019 It.) accomplished this: 

• Extended our co\era5e area to 80 miles 
Ironi Indianapolis in all directions 

• Added 76.1" o more households 

• I'pped no. ol counties covered by 122.2% 

When you consider the number ol tv homes now within reach ot your commercial 
on \VFliM-T\^ — more than 060,000 — you nmst consider Indiana's Number 
One Television Station. For further details, check with the Katz Agency. 



WFBM-TV Indianapolis • CBS 

Represented Nationally by the Katz Agency 

Affiliated with WKOA. Evansville; \Vn)F, Mint; ^VOOn AM ft I \', Grand Rapids 



